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Rough Proofs 


According to Life, if the dress 
designers take enough off the top, 
it won’t matter to men how much 
they add on at the bottom. 


* ww F 


Armour is putting a big adver- 
tising push in the South behind 
its new Star brand lard. Is it true 
what they say about Dixie liking 
fried foods? 


> P 
McCall’s says it’s writing its 
recipes so even a new bride can 
understand them. And young hus- 
bands will agree that it’s a sure- 
fire way to save food. 


- Sw 


“Why does radio time cost more 
after 6 p.m.?” asks the Indian- 
apolis News. ’ 

By a strange coincidence, the 
best programs are on then and 
more people are listening. 


* ¥ ¥ 


It wasn’t entirely because this 
was the first World Series to be 
televised, but Lavagetto and Gion- 
friddo did their best to make the 
idea look good. 


7 * F 


Speaking of television, it’s be- 


‘ginning to look as if the thirst 


emporia have got the jump on the 
movies in providing this form of 
entertainment for the masses. 

+, Vv F 


Chilton reports that Mrs. Ger- 
trude Crawford, of Mattoon, IIL, 
has built a $350,000 baby shoe 
business in three years, and of 
course she appreciates the en- 
thusiastic cooperation of all those 
returning G.I.s. 


,  F 


“How would you, as an adver- 
tising man, describe a_long- 
stemmed rose?” asks Parade, il- 
lustrating its point with a picture 
of luscious Beverly Michaels. 

Why not just call her another 
Jane Russell? 


7 Vv 


“GM chief sees 5,000,000 car 
output in 1947,” reports’. the 
world’s greatest advertising jour- 
nal. 

And the only problem continues 
to be to find space to park ’em. 


> F FV 


“Are clients smart?” asks Young 
& Rubicam. 

Well, it’s always been considered 
good policy for every agency to 
assume that its own clients are, 
anyway. 

>, | = 


“There is something very special 
about a young woman under 


thirty,” says the Dell Modern 
Group. 

Advertising illustrators hasten 
to agree. 


- | 2 


“Diamonds need more promo- 
tion, jewelers report.” 

Show the boys how to locate a 
place to live, and diamonds will 
sell like hot cakes. 


ve Oe 


New Orleans says reports of 
hurricane damage, like the prema- 
ture story of Mark Twain’s death, 
were greatly exaggerated. 


Copy Cus. 


Pressure Cooker 
Copy Stirs Ire; 
Ekco Slaps Back 


Cuicaco—Ekco Products Com- 
pany isn’t going to let a few pro- 
tests slow up its half million dol- 
lar fall advertising drive (AA, 
Sept. 22) which plays up pres- 
sure cooker accident prevention. 

The initial full-page newspaper 


ad appeared in more than 100! 


newspapers across the U. S. and 
Canada beginning Sept. 28. Shortly 
afterward, Retailing Home Fur- 


nishings published a story report- 


ing competitive cooker makers 
and pressure cooker buyers as 
“deploring” Ekco’s repeated em- 
phasis on accidents. 

But the Ekco company feels 
strongly on the subject—fervently 
enough to take 1,000 lines in the 
Oct. 6 Retailing for a _ straight- 
from-the-shoulder discussion of 
accidents. “Let’s not be ostriches 
for the sake of a few bucks today. 
Let’s tell women the truth now. 
And have a bigger industry to- 
morrow,” says Ekco. 

In the rebuttal of the ‘“de- 
plorers,” the copy _ continues: 
“Tests prove that the covers can 
be removed from most pressure 
cookers while there is still dan- 
gerous steam _ pressure inside. 
Tests prove that any pressure 
cooker with an unprotected safety 
valve will—should the safety valve 
go—blow the liquid contents all 
over the ceiling. 


‘It Has Happened’ 


“Thousands of women know it 
is true because it has happened 
to them. Millions of women are 
afraid to buy pressure cookers be- 
cause they don’t want these two 
accidents to happen to them. At 
the top of every Ekco pressure 
cooker advertisement appears the 
following statement: ‘Pressure 
Cooking Is Safe—Just Observe 
These Two Rules.’ 

“The rules tell women how to 
avoid the two common accidents 
in pressure cooking—regardless of 
the make of the cooker, and then 
state: ‘These two accidents can’t 
happen to you with an Ekco pres- 
sure cooker.’ ” 

“Ts there anything wrong with 
telling people that?” Ekco asks. 
“If any manufacturer sees some- 
thing immoral in that—our advice 
is to get busy and make your 
cooker accident proof. Meanwhile, 
tell people how to keep out of 
trouble with your product.” 

The clincher is Ekco’s offer to 
lend its engineering staff to its 

(Continued on Page 70) 


Going Up... 


Department store sales 
hit new high. See Page 
30. Other features: 


Ad-libbing Pe Lee eee 12 
Advertising Market Place. . 60 
Business Paper Figures. . . .. 64 
Editorials ... ni 12 
Feature Page . 29 
Getting Personal . er Tee 
Information for Advertisers. . A) 
In Washington .................... 50 
Obituaries .. . ee 
Photographic Review ... dar . 
A. See ere | 
Voice of the Advertiser............ 62 


- These 2 Accidents Can't Happen 


PRESSURE COOKING IS SAFE! 
est observe there 2 rules: 
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with the EKCO Pressure Cooker 
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SAFE—Ekco Products Co. used the 
copy shown above in 100 cities to hit 
hard at the homemaker's fears of ex- 
ploding and unsafe pressure cookers. 


Packard Reveals 
Record Ad Drive 
for 1948 Models 


Detroit — Packard Motor Car 
Company will launch “the most 
extensive new-car advertising pro- 
gram in its 48-year history” to 
introduce its line of 1948 models, 
Hugh W. Hitchcock, advertising 
director, announced last week. 

The program, utilizing 10 na- 
tional magazines and 1,523 news- 
papers in 1,435 cities, also marks 
the auto company’s return to spot 
radio after a six-year absence. 

Over a three-week period start- 
ing Oct. 15, approximately 300 
radio stations in 100 key cities 
will carry musical-type transcribed 
spots in 60 and 15-second lengths. 
Mr. Hitchcock estimated that na- 
tional coverage of “the distinc- 

(Continued on Page 71) 
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ANA Plans Study 
fo Sell Top Brass 
on Advertising 


Urges 'Tamper-Proof' 
Budgets, Bigger Jobs 
for Ad Managers 


ATLANTIC CitTy—A_ continuing 
study to aid “management and 
advertising people alike in de- 
termining appropriations on a 
more scientific basis’? was outlined 


before the 38th annual meeting of 

‘the Association of National Ad- 
| vertisers by W. B. Potter, East- 
|man Kodak Company, at the key- 
‘note, opening session. 

Some things which a _ special 
ANA committee is considering in 
this connection, Mr. Potter said, 
are: 

“1, The study and analysis of 
existing literature. 

“2, A survey of the methods 
now being used by ANA members 
and of the reasons for them. 

“3. An effort to determine 
whether these methods fall into 
any general pattern by types of 
industries or products. 

“4. Management attitudes to- 
ward advertising appropriations. 

“5. A report of general interest 
on the procedures and practices 
as of 1947.” 


Jury Would Be Named 


“The foregoing,’ Mr. Potter ex- 
plained, “might be done by a 
recognized research organization 

(Continued on Page 72) 


Last Minute News Flashes 
Wiley, Frazee & Davenport Agency Formed 


New YorkK—Walter W. Wiley 


and Dorothy Wiley, partners in 


Walter W. Wiley Advertising, New York, and Harold D. Frazee and 
Guiles Davenport, vice-president and account executive, respectively, 


of Abbott Kimball Company, have 
Inc. 


formed Wiley, Frazee & Davenport, 


Mr. Wiley is chairman of the board and treasurer; Mr. Frazee, 


president; Mr. Davenport, executive vice-president, and Mrs. Wiley, 
secretary. The agency, now located at 8 W. 40th St., will move to 


permanent quarters at 41 E. 50th St. about Nov. 1. 


Initial accounts 


are Nancy Dale Ltd., Hornblower & Weeks, and Robinson-Lloyds Ltd. 


FM Stations Hit Petrillo Edict, Cite Losses 
WASHINGTON — More than 90% of 236 FM stations polled by Fre- 
quency Modulation Association stated last week that they consider 
the Petrillo edict preventing simultaneous broadcast of music on 
standard and FM transmitters a severe handicap. Eighty-six per cent 
of the FM stations said they now operate at a loss, and only 25% 


said their billings had increased in the past six months. 


(Story on 


AFM lifting Rochester ban on Page 75.) 


New York May Spend $1,000,000 for Promotion 

New York — The mayor and Board of Estimate are considering a 
proposal to spend $1,800,000 for a Golden Jubilee celebration from 
April to October, 1948, in order to win back more than a score of 


conventions which the city lost this year. 


Gross receipts are esti- 


mated to reach some $2,850,000, with the profit to be spent for the 


promotion of the city. 


Morton Salt Appoints Needham, Louis & Brorby 
Cuicaco—Morton Salt Company and its subsidiary, Worcester Salt 
Company, New York, have switched their account from Hill Blackett 


& Co. to Needham, Louis & Brorby here. 


Klau-Van Pietersom-Dun- 


lap Associates, Milwaukee, will continue to handle the industrial 


advertising. 


(Additional News Flashes on Page 75) 


ANA -Four A's Economic 
Drive Ready for Action 


Don Belding Takes 
Over Organization 
Program for Industry 


ATLANTIC City—The program of 
advertising to improve public un- 
derstanding of the American eco- 
nomic system is out of the talk 
stage. It is set for action. Pre- 
liminaries are largely out of the 
way and actual organization for 
the gigantic and continuing effort, 
which hopes to enlist the support 
of business, labor, education, civic 
leaders and others, will start with 
in a month. 

Implementation of the program 
will get under way when Don 
Belding, board chairman of Foote, 
Cone & Belding, deserts his Los 
Angeles office for an _ indefinite 
period to be- 
come “full 
time” chairman 
of the joint 
s committee of 
the Association 
of National Ad- 
vertisers and 
American As- 
sociation of 
Advertising 
Agencies which 
has developed 
the educational 
program. 


Don Belding 


Mr. Belding will take the helm 
from H. M. Shackelford, Johns- 


Manville Corporation, who has 
headed the committee and has di- 
rected the numerous sub-commit- 
tee activities which have suc- 
ceeded in bringing the project to 
the action stage. 


Delayed by Food Program 


The first major “action” step— 
organizing and holding meetings 
with top-flight industrialists 
throughout the country to sell the 
program — was set to start im- 
mediately. It will be delayed, 
however, while Mr. Belding spends 
the next 30 days in Washington at 
the urgent request of the Presi- 
dent’s food committee, helping to 
implement the work of that com- 


ANA ‘47-48 Lineup 


Other stories on last week’s 
convention sessions include: 

Incorporate plan to localize ads, 
Page 47. 

Planning cuts 
Page 49. 

Business paper readership study 
set to go, Page 52. 

More agency cooperation urged, 
Page 56. 

“Rainy-Day” ad funds needed, 
Page 59. 

Ad budgets up, 
Page 73. 

Brown named board chairman, 
Page 73. 

(ANA pictures appear on Pages 
2, 72, 74 and 75.) 


display losses, 


study shows, 


mittee, which has asked urgent 
assistance from the Advertising 
Council. 

The over-all program embraces 
(1) plant and community educa- 
tion; (2) the use of advertising at 
the national level; (3) a long 
range educational program mar- 
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shalling all constructive forces at) 


the grass roots level. 


With a proper “product,” busi- 


The third|ness will be urged to use every 


phase is being held in abeyance | conceivable avenue of communi- 
for the time being. The first two|cation to get the story of this 
| “product” over to workers and its 


are ready to shoot. 


The plant and community edu- | community. 


To help individual 


cation program is in many re-| businesses implement the policy, 
spects the most interesting. It will the joint committee will supply a 
attempt first to educate business set of six detailed working kits, 
leaders to recognize the problems now being assembled, which will 


that confront them from the 
standpoint of employe and com- 
munity relations, and of the ne- 
cessity for developing sound man- 
agement: policies which they can 
then “sell” to employes. Over 
and over again, the importance of 
having a “product” which is so- 
cially acceptable, reasonable and 
fair was emphasized. 


SURE! JOHNSTONE 
AND CUSHING, 

155 EAST 44 ST. 
NEW YORK 17 NY 


(you sav THEYRE 
| SPECIALISTS IN 
AOVERTISING GAG 
CARTOONS ? 


be distributed freely anda which 
will sell as a source book of ideas 
for practical application. 

This activity also includes wide 
dissemination of a slide film dram- 
atizing the famous Smock report, 
prepared by a creative committee 
headed by Jack Smock of Foote, 
Cone & Belding, which analyzes 
the nature of the problem and the 
steps to be taken to meet it. 

The community and employe re- 
lations approach presented by the 
joint committee is a basic, down- 
to-earth discussion of manage- 
ment-employe relations, starting 
off with a check list for manage- 
ment to determine what is wrong 
with its labor policies. It is al- 
most entirely an employe relations 


program, and advertising enters 
into it only in the most casual 
way. 


Team Presents Plan 


It was presented to the closing 
session of the Association of Na- 
tional Advertisers and their 
agency and media guests here 
Wednesday by a team headed by 
Mr. Shackelford, who has been 
chairman of the joint ANA-Four 
A’s committee working on the 
project, with the assistance of 
William Naden, Standard Oil of 
New Jersey; Frederick Bowes Jr., 
Pitney-Bowes, Inc.; Jean Gordon, 
General Foods; Donald D. Patter- 
son, Scripps-Howard Newspapers, 
representing the Newspaper Ad- 
vertising Executives Association; 
Kenneth G. Patiick, General Elec- 
tric Company; Herman Hettinger, 
Crowell-Collier Publishing Com- 
pany, and John E. Wiley, Fuller 
& Smith & Ross. 

The kits suggest specific meth- 
ods for taking opinion polls of em- 
ployes’ attitudes, tell how to con- 
duct open houses, how to use pub- 
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REUNION—Albert E. Haase (left) of Jewelry Industry Council, former manager 
of ANA, relaxes with a couple of brewing executives: George Tilton, Anheuser- 
Busch and Bud Carey, Goebel Brewing. 


lic address systems, group meet- 
ings, bulletin boards, house maga- 
zines and various other communi- 
cations tools, and also include a 
body of case histories which will 
be built up from time to time, so 
that ultimately they should em- 


2 wut 
are 
BLIND 


In the eleven Western States, Mr. Adver- 


tiser, two out of every three people never see 


your newspaper advertising, unless it appears in 


the Hometown Daily Newspaper. Here’s why. 


Seven-tenths of these people live outside 


the six largest cities. They’ re Hometown people. 


Their interests are centered there. They read 


the Hometown Daily Newspaper because its 


interests, too, are centered there. 
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SS 
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hile they're 
Daily 
nfolks. 


of 


They read their favorite newspaper from 


cover to cover. All the family read it. They 


believe in it, in the advertising it carries, and 


they buy accordingly. 


How much do they buy? Over two-thirds 


of all the retail goods sold in these states! 


Nobody with anything to sell can afford to let 


such people be blind very long. 


Coed Wk. HOMETOWN DAILY NEWSPAPER 2 SM~e0C 7A 


For complete information write to 


Hometown Daily Newspaper Publishers— 625 Market Street, San Francisco 5, California 


brace a wide range of experience 
in this field. 

The second phase of the over-all 
program—use of advertising at the 
national level—will be conducted 
under the auspices of the Adver- 
tising Council, working through a 
task force of four agencies, with 
additional material contributed by 
others. Task force agencies which 
have already prepared more than 
65 ads of all types for presentation 


| to the Advertising Council’s pub- 


lic advisory board are Batten, Bar- 
ton, Durstine & Osborn; McCann- 
Erickson; Young & Rubicam, and 
J. Walter Thompson Company. In 
addition, Compton Advertising 
voluntarily submitted a number of 
ads, and Campbell - Ewald Com- 
pany developed an unusual idea 
for a newspaper comic strip. 

This phase of the program was 
presented to the ANA by Charles 
G. Mortimer of General Foods, 
chairman of the Advertising’ 
Council, and by Frederic R. 
Gamble, president of the Ameri- 
can Association of Advertising 
Agencies. 


Wide Variety Shown 


Among the suggested ads shown 
to the ANA members—none have 
yet been completed—were a be- 
wildering variety of ‘techniques 
and approaches to the problem of 
helping to educate the public on 
the functioning of the American 
economy. Before they are released 
by the council, they will be ap- 
proved by the public advisory 
committee, which includes repre- 
sentatives of labor and the public. 

One of the most unusual ideas 

(Continued on Page 69) 


HOT 
AIR RISES 


_ and takes the wind 
out of your sales. Go 
through any national 
magazine or newspaper 
and note the ads in which 
the words, not the idea, 
impress you . . . in which 
the warm vaporings of an 
uninformed copywriter 
obscure the facts. 


And when hot air rises, 
costs go kiting too, be- 
cause... 


IT DOESN’T PAY 
TO ADVERTISE 
Unless You Do It Right! 


JOHN MATHER LUPTON 
Co., Inc.» ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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NOT CORN... 


That’s right—pretty. girl waist 
deep in 31,500 letters, each of which 
was accompanied by one (1) thin 
dime ($.10) ... That’s right—letters 
in response to what is technically 
known as An Offer, made in one (1) 
commercial of a broadcast over a 
national network which can run its 
own ads—we should plug a rival 
medium! ...That’s right—the letter 
writers wanted for their thin dimes 
pictures of Dick Haymes, who is an 
actor, also sings, and for three years 
the Major Attraction of the radio 
program of, The Electric Auto-Lite 
Company, of Toledo, O. ... Now here 
comes the succotash ! 


sooo? 


Ee NL ee TT ETE 


succotash! 


But the Auto-Lite Co. didn’t want 
the old conventional glossy prints 
which are stuck in the top frames 
of mirrors and in a few months fade 
and curl and make the subject look 
like a member of the first Bernhardt 
Farewell Tour Co. ... So Electric 
Auto-Lite sent out a beautiful print 
in full-color of Dick Haymes, with a 
gold foil border at the bottom and 
side—obviously a Better Offer and 
superior value for a dime! ... It will 
positively not fit under any mirror 
frame, but can stand up on any 
level surface or hang on a wall, 
without fading or curling or even 
wrinkling for years and years, all the 


while reminding the spectator and 
onlooker of (1) Dick Haymes, (2) 
the Thursday night program of (3) 
Auto-Lite Co., over the (4) unnamed 
radio network... Good deal, huh? 


@u, yeah. ..E-F designed and 
produced the Haymes picture. ’Twant 
nothing much, really! ...Just bringin 
your own corn any time... and 
we'll turn it into fritters, compote, 
puree, custard, pudding, syrup, taffy 
(maybe bourbon) . . . well anyway 
something better than when we got 
it... Because a new frame or facial 
for an old idea may be worth more 
than a new idea! 


EINSON-FREEMAN C6. inc. 
Corn Refiners & Lithographers 


) STARR & BORDEN AVES. +» LONG ISLAND CITY, N. Y. © with offices in Chicago, 


Cleveland, Cincinnati, St. Louis, Minneapolis, Atlanta, Dallas, Los Angeles, San Francisco. 
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Offers Reading List 


The Amos Tuck School of Busi- 
ness Administration of Dartmouth 
College, Hanover, N. H., has pub- 
lished the fifth revision of its “A 
Reading List on Business Admin- 
istration,” containing a_ selected 
list of books covering the princi- 
pal aspects of business. It sells for 
50 cents a copy, with a special 
discount of 30% on orders of 20 
or more copies. 


LETTER GADGETS keep those letters out 
of the waste basket and pay for them- 
selves many times. These are attention- 
getters which triple the pulling power of 
letters or circulars when rg used. 
and price list illustrat- 


Send for circular 
ing many of them 


“ee ee 
Room 726, Ii1 W. Jackson Blvd., Chicago 4 


Bureau Readies 
Forms for Census 
of Manufactures 


WasHINGTON—Census Chief J. C. 
Capt announced last week that 
questionnaires for the first post- 
war Census of Manufactures will 
be mailed to all manufacturers 
shortly after the first of the year. 

Terming the census “the most 
important and significant single 
industrial census ever taken,” Mr. 
Capt urged business men generally 
to respond promptly in order to 
hold down the cost of the job 
and speed compilation of the re- 
sults. 

Inquiries are to be grouped 
under eight general headings, 


covering production, employment, 
materials, fuel consumption, in- 
ventories, plant expenditures and 
equipment and motor vehicles 
owned or leased. 

About 200 different forms will 
be used to assure each industry a 
questionnaire adapted to its spe- 
cial problems. 


Appoints Tullis Agency 
Selected Specialties Company, 
Los Angeles, manufacturer of 
Tommy Tucker baby vacuum 
plate, has appointed the Tullis 
Company of Hollywood to handle 
its national advertising. Trade 
publications are being used and a 
test campaign in daily newspapers 
is being conducted in six major 
markets. Plans are being made to 
use home and women’s magazines 
beginning in January, 1948. 


Mutual, Displeased 
with BMB Method, 


Not Ready to Sign 


James Criticizes 
Bureau's Time Lag, 
Program Overemphasis 


New York—The Mutual Broad- 
casting System—by holding back 
on signing its permanent sub- 
scription to the Broadcast Meas- 
urement Bureau—is making a 
one-net stand to focus attention 
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RETAIL ACTIVITIES IN THE BIG CITIES 


SALES MANAGEMENT MAGAZINE "HIGH SPOT CITIES" ESTIMATES, 
SEPTEMBER, 1947, VOLUME BASED ON SEPTEMBER, 1939, AS 100 
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Sales Management magazine’s monthly index of retail sales and service dollar volume indi- 


cates a gain of 170.2% in Milwaukee in September, 1947, as compared to September, 1939. 


This is 8% to 70% MORE than the increase in all but one of the other big cities listed 


above, and is 27% GREATER than the average gain of the 14 cities. In this “better-than- 


average” big volume market, The Milwaukee Journal reaches nearly THREE times as many 


City Zone homes as any other newspaper, EIGHT times as many as any magazine. 


THE MILWAUKEE JOURNAL 


Read in 97% of All City Zone Homes Daily, 92°% on Sunday 


Advertising Age, October 13, 1947 


on what it terms “basic weak- 
nesses in BMB’s methods.” 

The other three major net- 
works, ABC, CBS and NBC, signed 
subscription contracts in time to 
get in before the Oct. 1 deadline 
for discounts. However, by agree- 
ment with the networks, the bu- 
reau is withholding acceptance of 
the contracts in the hope that 
Mutual will come in to make it 
unanimous. 


Looking for Improvements 


Emphasizing that Mutual is in 
favor of the BMB idea, E. P. H. 
James, network vice-president and 
BMB director representing NAB, 
said: 

“Since signing a subscription is 
tantamount to endorsement, we 
are holding our fire to see if im- 
provements will be made. At the 
moment there is serious doubt in 
our minds that the present BMB 
method is worth the money it 
costs.” 

At the same time Mr. James 
was setting forth Mutual’s posi- 
tion, BMB’s technical committee 
had under consideration Mutual’s 
engineering study of station cover- 
age. 


Measures ‘Listenability’ 


This survey, which measures 
“listenability,” is based on signal 
strength minus interferences. It 
showed little difference in the ac- 
tual physical coverage _ service 
available on the four networks. 

“Basic BMB weaknesses” cited 
by Mr. James are the “time lag,” 
which he said is the fault of its 
method and not the bureau, and 
“overemphasis on the program 
factor.” 

Amplifying the latter, he said 
the present ballot tends to over- 
emphasize the importance of out- 
standing programs, which serves 
to tip the scales in favor of the 
stations on which they appear. 

“It is this listenership,” he con- 
tinued, “which is measured in 
many cases rather than over-all, 
regular listening of stations. This 
sort of information is not worth 
while, especially to run-of-the- 
mine advertisers.” 

An additional reason for Mu- 
tual’s delay in adding its name to 
BMB’s list is the desire to get a 
fuller reaction to its coverage 
method from agencies and adver- 
tisers before acting. 


Last Minute Subscribers 


Utilization of Mutual’s listen- 
ability method might be one way 
to meet the “time lag problem,” 
Mr. James said. “With the phys- 
ical coverage problem _§ solved, 
BMB could be freed to spend 
more time on other matters.” 

Count on the number of station 
subscriptions to BMB as ApvER- 
TIsINgG AGE went to press was up- 
wards of 455, 154 of which arrived 
in a last-minute rush as the Oct. 1 
deadline for discounts ran out. 
Rates for the 15-point permanent 
program were worked out on a 
scale that would enable BMB to 
operate with approximately 500 
stations, but the oft-repeated 
opinion among broadeasters is 
that a majority of stations must 
sign to enable the bureau to func- 
tion at peak effectiveness. 
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29 More action-ability=more sales 


What every ad-man should know 


MORE profitable business is advertising’s re- MONEY in the bank must be the end result 
sponsibility and purpose. When we talk sales whatever the immediate objective—be it: sales, 
—we really mean profit-dollars. leads, coupons, good will or prestige. 


SCOREBOARD for top-management ability is bigger and bigger deposits —so sell the men who 


like big MI best for their profit-interest. The door is open for you to more than 31,500 manufacturing 
plants—where more than 55,000 primary readers are industry's biggest-buying management men. 


To make your advertising produce more: (1) Contact 10,000 more worthwhile 
plants than any other publication claims—in print—to reach. (2) Talk to the most 
influential circulation of any magazine edited for all levels of management in the 
manufacturing industries. (3) Be sure of high readership because modern makeup 
doesn’t sink your ad in a solid body of ads. (4) Tell your story in pictures on a big 
page and win 2 to 4 times more readers. (5) Cash in on the prestige setting created 
by the magazine with the highest standard of industrial journalism. (6) Experience the 
action-ability of management men with authority to make commitments—who respond 
to appeals aimed at their profit-interest. 


for all management men con 


Staff-researched and staff-written 
ned with makin 


ing better products at lower cost st@seieg PICTORIAL JOURMALISM 
Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N. Y. 


and market- 


THE NEED for maintaining high sales vol-_ 
ume to offset the highest break-even points in 

business history centers the budgeteer’s eagle- 

eye where big MI really shines—results: re- 

sponse from right people in right places— 

productivity per sales dollar! 


“Compared with circulations 3 to 20 times greater, 
Modern Industry was fifth in total production of 
inquiries. Produced inquiries at next to the lowest 
cost per inquiry.” 

“Since 1942 tangible returns have doubled each 
year—and in 1947, with half our schedule com- 
pleted in Modern Industry, known returns already 
have surpassed last year.” 


“$42,000 from 21 sales to Modern Industry in- 
quirers.” 


“.... This is not a test of anything, but it shows 
Modern Industry highest in the calibre of re- 
Sponses we are interested in.” 


Get the business 


The higher standard of industrial journal- 
ism set by big MI sets the stage for reader 
action — both to editorial matter and to adver- 
tisements. 


“I think information reported is helpful” say 
96.7% 

“I have taken definite action on something read 
about in Modern Industry” say 62.6%, 


“I have taken definite action on something adver- 
tised in Modern Industry” say 59.0% 


These results are from a properly distributed 
survey covering 10% of big MI’s 55,000 pri- 
mary readers — management men at all levels 
in the 31,500 manufacturing plants responsible 
for about 89% of the value of manufactures. 


Get the business 


To measure the dollar productivity of a mag- 
azine you've got to know just what it holds for 
the profit-interest of the kind of reader you, 
too, want to reach. 

The vitality of any magazine is its editorial 
viscera. To get at it you open the book and 
probe what lies beneath the front cover. 

Take an issue of Modern Industry home 
with you and give it the works. 

One basic campaign in big MI alone builds 
31,500 bridges between your products to be 
sold to industry, and the influential manage- 
ment men in the plants that produce about 
89% of America’s manufactured output. 


This is selling to the men who can say “Yes.” 

This is selling at the lowest cost per effec- 
tive contact. 

This is economical mass selling to all manu- 
facturing industries. 


This is intensive selling with surest delivery 
of the message to a solid audience, integrated 
by a unique editorial approach. 


Get the business big MI can help you close. 
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Schuller Leaves Frankel 


to Open New Business 

Jack V. Schuller, formerly art 
director of Jones Frankel Com- 
pany, Chicago, and a research and 
development engineer during the 
war years, has formed Jack V. 
Schuller Associates at 612 N. 
Michigan Ave., Chicago. 

The new organization specializes 
in free-lance art direction, pack- 
age design and package engineer- 
ing. 


to Chicago conventions. Simply send 
blowups, photos, etc., by mail. We will 
mount, cut out, etc., and install complete 
display in your booth within 24 to 36 hrs. 


Fred Mees, Bindery, 2028,22475 St. 


Financial Admen 
Vote New Name, | 
Elect Lindquist 


New YorK—The Financial Ad- 
vertisers Association changed its 
name to the Financial Public Re- 
lations Association at its conven- 
tion here last week, and elected 
Robert Lindquist, vice-president 
in charge of public relations, La 
Salle National Bank, Chicago, as 
its new president. 

Other officers of FPRA are Al- 
‘len Crawford, vice-president, 
Bankers’ Trust Company, Detroit, 
| 1st vice-president; John N. Gar- 
iver, vice-president, Manufacturers 
|& Traders Trust Company, Buf- 
|falo, 2nd vice-president; Philip K. 


|Barker, vice-president, Granite 

Trust Company, Quincy, 3rd vice- 
president, and Chester A. Price, 
| advertising and publicity man- 
'ager, City National Bank & Trust 
Company, Chicago, reelected 
| treasurer. 

Preston E. Reed continues as 
'executive vice-president. 

The 1948 convention will be 
held at the Hollywood Beach 
Hotel, Hollywood Beach, Fla., 
Nov. 29-Dec. 3. (Additional con- 
vention news appears on Page 20). 


Niendorff Advanced 


A. F. Niendorff, manager of the 
Milwaukee territory, has been ap- 
pointed head of the newly created 
industrial department of McBee 
Company. He will make his head- 


quarters in New York. 


Vacuum Foods Appoints 
Sievens V.P. of Sales 


Ambrose E. Stevens, with Gen- 
eral Foods Corporation for 20 
years, and more recently western 
sales manager of Hunt Foods, Los 
Angeles,- where he was also in 
the food brokerage business, has 
joined Vacuum Foods Corpora- 
tion, Boston, as vice-president in 
charge of sales. 

He will make his headquarters 
in the company’s New York 
office at 561 Fifth Ave. 


Canadair Names Lewis 


Roger Lewis, formerly assist- 
ant general sales manager of Lock- 
heed Aircraft Corporation and a 
director of Lockheed Aircraft 
Service Corporation, has been ap- 


pointed sales manager of Canadair 


Ltd., Montreal. .,--- -:.. 
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THE NEW YORKER goes to 


Indianapolis, Indiana 


y 


DON’T BRING A BOAT (not an ocean liner, anyway) when you’ 
come to Indianapolis. It’s the largest city in the U.S. A. not: 
on navigable water. You’ll be wiser to bring your own copy 

of THE NEW YORKER. A surprising lot of copies, 1,510, are 

bought each week by distinguished Indianapolis folk, but 

don’t count on borrowing one. Already there are six readers 

per copy—total readership 9,060. 


ee 


CONVENTION OF TWO-HEADED PEOPLE? No, just a couple 
of spectators at the famous Indianapolis motor speedway. 
Speed, however, does not symbolize Indianapolis, where the 
fine art of leisurely living reaches a high point. The epicurean 
atmosphere is especially evident in residential sections, such 
as West Lafayette. In that gold-dusted suburb, one out of 
every eighteen families gets THE NEW YORKER. 
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AH, UTOPIA! Celebrated Indianapolis citizen, U.S.V.P., 
Tom Marshall, said: ‘What this country needs is a good five- 
cent cigar.’”’ No doubt, the well-heeled Corona-Corona group 
in Indianapolis would dispute his words and reject any nickel 
fumigators. We refer to such fastidious puffers as the Direc- 
tors of the Indiana Trust Company. 62% of them subscribe 
to THE NEW YORKER. 


“THEY’S NOTHIN’ MUCH PATHETICKER ’n just a-bein’ rich’’ 
... wrote Indiana’s homespun poet, James Whitcomb Riley. 
At any rate, being rich doesn’t interfere with the act of buy- 
ing the choice merchandise found in luxury stores in Indian- 
apolis. At L. S. Ayres & Co., 75% of Indianapolis’ NEw 
YORKER subscribers have charge accounts. And they are the 
people other people copy. 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK I8, N. Y. 


THE NATIONAL WEEKLY O 
Indianapolis is one of the 41 Primary Trading Areas in which 84 


F THE LEADERSHIP MARKET 


% of the nation's department store business is transacted and in which The New Yorker concentrates 
82% of its United States circulation 
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Newsprint Supply 
Within 5% of U.S. 
Demand: Fowler 


Toronto—Newsprint supply for 
U. S. consumers in 1947-48 should 
total within 5% of maximum de- 
mand, with the probable shortage 
being 235,000 to 245,000 tons 
against about 5,000,000 fons of 
maximum demand, R. M. Fowler, 
president of the Canadian; News- 
print Institute, last week told U. S. 
newspaper publishers and. mem- 
bers of a congressional delega- 
tion. 

Canadian mills, Mr. Fowler said, 
will expand their capacity from 
the current total rated capacity 
of 4,350,000 tons a year to an 
estimated 4,650,000 tons by 1950. 
This represents a capacity ex- 
pansion of more than _ 1,000,000 
tons since 1930, he explained, 
making Canada by far the world’s 
largest newsprint producer. 


Idle Machines Cause Shortage 


Mr. Fowler told the delegation 
that existing machine. capacity, 
while less than prewar, is still 
about 500,000 tons in excess of 
estimated current demand, and 
that the chief cause of the pres- 
ent world shortage (estimated at 
1,000,000 tons) is idle machines, 
mostly in Britain, Scandinavia, 
France, Germany and Japan. 
About 1,500,000 tons of news- 
print are idle because of lack of 
raw materials and minor repairs 
to machines, he said. 

Present U. S. demand for news- 
print, Mr. Fowler pointed out, is 
at an all-time high—70 pounds 
per capita against 62 in 1929 and 
55 in 1935-39. U. S. consumers 
are receiving 61% of total avail- 
able world supply, and of the 
900,000 ton increase in: Canadian 
production during the past year, 
about 93% is going to the U. S., 
which is now receiving about 82% 
of total Canadian output. Mr. 
Fowler also reported that Cana- 
dian newsprint is currently sell- 
ing for $90 a ton at New York 
compared with $141 authorized by 
the British government for the 
output of British mills. 


SPOT NEWSPRINT 
PRICES DECLINE 

New YorK—Newsprint buyers 
report a decided softening in the 
spot market as the result of in- 
creased deliveries of foreign paper. 
The price, which held firm at 
$250 a ton for several months, is 
now reported to be $215, f.o.b. 
New York, and offerings are in- 
creasing. 

The contract price is $90 a ton. 

Brokers say that most of the 
foreign newsprint is coming from 
Sweden, Finland, Poland, France 
and Hungary. They say that these 
dollar-hungry countries are ship- 
ping maximum amounts of news- 
print to America in order to create 
balances for imports of U. S. 
products. 


Hammond and Eiges 
Elected NBC V.P.s 


Charles P. Hammond, assistant 
to the executive vice-president, 
and Sydney H. Eiges, manager of 
the press department, have been 
elected vice-presidents of National 
Broadcasting Company, New York. 

Both appointees will continue 
to work under Frank E. “Mullen, 
executive vice-president, Mr. 
Eiges as vice-president in charge 
of press and Mr. Hammond as as- 
sistant to Mr. Mullen, a position 
to which he was named recently. 


“World Report’ Ups Two 


Frank B. Keogh, western man- 
ager of World Report, has been 
appointed advertising manager. 
E. H. O’Mara, who has been han- 
dling eastern advertising sales, has 
been named associate advertising 
manager. Both men will make 


their headquarters in New York. 
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IF IT 1S, MISTER, 
THEN LISTEN TO THIS... 


“Quanto, Senor! How Much? Bueno!” These are fading 
echoes of bartering on a small time scale with our good 
neighbors south of the border. The picture has radically 
changed, Mister. The import-export trade through Arizona's 
port of Nogales today has soared to about eight times that 
of 1940. 


A glance at this expanding trade curve shows this upward 
swing. These figures do not include duty-free merchandise 
purchased by tourists. Thus the totals are much larger than 
these official computations. . . 


Exports Imports 
1946 $33,200,000 $26,400,000 
1944 19,594,000 21,100,000 
1942 5,537,000 4,850,000 
1940 4,027,000 2,859,000 


Arizona's buying, expanding market can best be reached 
through the newspapers that two out of three Arizona 
families buy, read and trust-—The Phoenix REPUBLIC and 


-——= GAZETTE. 
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Thar's sumthin’ out h'yar that 
gets ‘em an keeps ‘em comin’ 
back till they stick .. . Makes it W ite eas 
doggone worth while fer the : ) Z 

hombre with sumthin’ to sell! 
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REPRESENTED BY KELLY-SMITH COMPANY 
NEW YORK ® CHICAGO * LOS ANGELES * SAN FRANCISCO * DETROIT * ATLANTA ® PHILADELPHIA * BOSTON 
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Appoints Bogan V.P. 

John E. Bogan, formerly gen- 
eral sales manager of Cribben & 
Sexton Company, has been ap- 
pointed vice-president and direc- 
tor of sales of Peirce Dictation 
Wire Recorder Corporation, Evans- 
ton, Ill. An extensive advertising 
program beginning in November 
will be placed through the Chi- 
cago office of Bozell & Jacobs. 


WCEFC In New Studios 

WCFC, Huntington, W. Va., FM 
station, had a grand opening for 
its new building Sept. 28. The 
station has also increased its power 
to 3,000 watts and has moved to 
a new frequency of 101.3 mega- 
cycles on channel 267. 


Write for information on 
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T.M. Reg. U.S. Pot. Off. 
Self-adhesive displays 


SIMON ADHESIVE PRODUCTS CORP 
220 Fifth Avenue, New York I, N.Y. 


Plans Due Soon 
on Ad Role in 
‘Save Food’ Drive 


Wasuincton—According to the 
best information available here 
last week, advertisers and media 
will get definite information some 
time during the current week on 
their role in the government’s 
emergency food conservation cam- 
paign. 

With the public learning more 
daily of the high stakes prompting 
the food saving effort, Conserva- 
tion Chief Charles Luckman last 
week gathered veterans of suc- 
cessful wartime advertising cam- 
paigns to speed preparation of 
copy policies and other promotion 
details. 

As his “citizens committee” built 
its working organization, three 


topnotch advertising executives 
were signed up full time, and one 
of the government’s most ex- 
perienced information chiefs was 
brought in for the important press 
relations post. During the week 
half a dozen other agency people, 
from agencies associated with 
Lever Bros. Company advertising, 
assisted in initial copy prepara- 
tions. 


Awaits Council Action 


These steps were taken as Mr. 
Luckman awaited action on a re- 
quest early last week for assist- 
ance from the Advertising Coun- 
cil. Presumably some, if not all, 
of the half dozen Lever agencies 
could provide the task force for 
the campaign once the council 
takes up the matter. 

Initial attention last week 
centered on copy ideas around the 
slogan “Save Meat, Save Wheat, 
Save the Peace,” introduced by 
Mr. Luckman in the Oct. 5 four- 
network radio broadcast. 

Equally important was the de- 
velopment of an emblem, which is 


to be used in advertising, posters, 
and all other promotion associated 
with the campaign. Summaries of 
the copy policies and mats of the 
emblem may be available for dis- 
tribution early this week. 

Media people also struggled 
with the job of arranging an 
orderly flow of planned “meatless 
Tuesday” menus to the public via 
press and radio. Dietitians from 
government agencies and Good 
Housekeeping magazine were on 
the job last week. 


Feed Europe or Else 

Agriculture Secretary Clinton 
Anderson put the chips squarely 
on the table Wednesday when he 
warned a Press Club audience 
here that “we must either resign 
ourselves to feeding western 
Europe, or bring our troops home.” 

Mr. Anderson saw a long job 
ahead. He warned that major food 
producing areas are already be- 
hind the “iron curtain” and we 
have no way of knowing how 
much food, if any, Russia will ex- 
port to the western European na- 


It will carry 80 passengers in comfort. 


It will let them breathe nonchalantly in 
the rarefied air of 20,000 feet — as they do 


at 2000 feet. 


It has a galley, a lower-deck lounge, sleeper 
berths, dressing rooms, a flight of stairs. 


“Tt” is the new Boeing Stratocruiser, now 


under construction for six major airlines, 


and close kin of the United States Army’s 


new B-50 Superfortress and C-97 Strato- 


freighter, fastest of cargo carriers. 


Boeing Airplane Company is opening up 


new markets for the airlines everywhere 


there is air—and the airlines, 


and the 


public, are hearing the news eagerly. 


N. W. AYER & SON, INC. 


Philadelphia « New York « Chicago « Detroit 


San Francisco « Hollywood e Boston « Honolulu « London 
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tions. 

Mr. Luckman was encouragec 
by pledges from such organiza- 
tions as the Four A’s, ANA and 
other groups. His program got a 
boost from agreements with the 
distilling industry. 

Overshadowing all, however, 
was a vigorous promise from the 
big three farm organizations—the 
National Grange, the Farm Bu- 
reau Federation, and National 
Council of Farmer Cooperatives, 
to join in an effort to conserve 
grain supplies which might other- 
wise go to cattle. 

Government officials recognize 
that major efforts toward saving 
grain rest on the willingness of 
farmers to switch to roughage 
feeds, and to reduce the finishing 
period for their meat. They feel, 
however, that militant public 
opinion, mobilized through the 
food conservation effort, will be 
effective pressure in forcing con- 
servation steps all the way to 
the farm level. 


Admen Help Full Time 


Two of the three full time ad- 
vertising men whipping the cam- 
paign into shape are from J. 
Walter Thompson Company, a 
Lever agency, and a_ probable 
member of the Advertising Coun- 
cil food task force. They are Ken- 
nett Hinks, JWT vice-president, 
and Maury Hanson, account rep- 
resentative. Mr. Hanson, formerly 
deputy director for the OWI do- 
mestic branch, directed many war- 
time food efforts. 

The third full-time agency man 
is Don Belding, chairman of the 
board of Foote, Cone & Belding, 
a second Lever agency. Other 
agency men thrashing out pro- 
cedural and copy problems are 
from Young & Rubicam; Ruthrauff 
& Ryan; Sullivan, Stauffer, Col- 
well & Bayles, and Federal. Among 
them is Philip Cohen, eastern 
radio director of SSC&B, and for- 
mer director of the OWI domestic 
radio branch. 

As press chief, Mr. Luckman 
has hired Bruce Catton, a crack 
government PR man, former di- 
rector of information for WPB 
under Donald Nelson, and for the 
Department of Commerce. Mr. 
Catton has obtained the services 
of Al Lubin, his former assistant 
at WPB, now on loan from the 
Department of Commerce. 


PREDICTS ADVERTISERS’ 
SUPPORT 


ATLANTIC City —The nation’s 
advertisers will support the citi- 
zens food committee’s campaign 
for food conservation, Charles G. 
Mortimer Jr. of General Foods, 
chairman of the Advertising Coun- 
cil, predicted at the ANA meeting 
here. 

Individual food advertisers ‘told 
AA, however, that the degree and 
kind of their support must await 
more specific suggestions from 
Charles Luckman, chairman of 
the committee, and from the coun- 
cil, which is cooperating with it. 
The council itself has not named 
an agency task force or coordi- 
nator for this program. 

Mr. Mortimer said that a council 
“campaign in this area will prob- 
ably result. Unquestionably this 
will have a bearing —as did the 
famine emergency campaign— 
upon whether the wavering people 
of Europe will be turned toward 
Communism by the pangs of 
empty bellies.” 


Pliofilm in Canada 

Pliofilm will soon be manufac- 
tured in Canada by the Goodyear 
Tire & Rubber Company of Can- 
ada in a new plant now being 
erected in New Toronto, Ont. 


Increases Ad Rates 
Effective Jan. 1, 1948, Ameri- 

can Lumberman & Building Prod- 

ucts Merchandiser, Chicago, will 


increase its basic page rate from 
$275 to $325, with over 19,500 net 
paid circulation. 
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Airlines’ Ads 
Hit $5,000,000 
for Half Year 


WasuHIncTon — Airlines spent 
close to $5,000,000 for advertising 
during the first half of 1947, with 
more than $3,000,000 going for 
publication space, according to an 
industry survey by American 
Aviation. 

The 29 domestic feeder and in- 
ternational lines certified by the 
government spent $4,997,973 dur- 
ing the six-month period. Adver- 
tising space accounted for $3,038,- 
411 of that sum. 

Pan American World Airways 
was the biggest purchaser of ad- 
vertising space in newspapers and 
magazines, accounting for more 
than one-fourth of the industry 
with $817,271. American Airlines 
System (American Airlines and 
American Overseas Airlines) was 
second with $534,200, and United 
Airlines third, with $301,995. 
Trans-World Aijirline accounted 
for $265,143 in space, Eastern 
Airlines $247,640. 

Advertising expenditures for 
other than purchase of space also 
were led by Pan American, with 
a total of $408,160 for its four 
divisions. United Airlines was 
second with $231,339, and Ameri- 
can Airlines third, with $291,612. 


Window Advertising 
Schedules Exhibit 


Window Advertising, Inc., and 
its associates are sponsoring an 
exhibit at the LaSalle Hotel, Chi- 
cago, Oct. 12-17. The group has 
elected a cooperative committee 
with Sol Fisher, Fisher Display 
Company, Chicago, as chairman. 

Other members of the commit- 
tee are: Frederick L. Wertz, Win- 
dow Advertising, New York; 
W. W. Stevenson, Los Angeles; 
Milom Myers, Louisville; L. Cle- 
ments, United Display Corpora- 
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In textiles, building a 
brand requires continu- 
ous trade advertising. Here 
are six of hundreds of 
brands that are adver- 
tised regularly in 
DAILY NEWS 


RECORD 


NG 


{ Advertising 


RALLIES DEALER SUPPORT 
TO TEXTILE BRANDS 


tion, Boston; W. S. 


Newhouse, 


Memphis, and L. E. Clark, Hous- 
ton. 


Issues Book on Oil 


The Petroleum Engineer Pub- 
lishing Company, Dallas, publisher 
of Petroleum Engineer, has pub- 
lished “The Petroleum Data 
Book,” a new source book on the 
oil industry, which sells for $15 
a copy. 


NBC 


AFFILIATE 
e 


5000 WATTS 


Take a textile product like sportswear, 
for example . . . shirts, sweaters, slacks, 
jackets, etc. You'll see the branded lines 
advertised by dealers in local news- 


papers. You'll see them displayed in 


show windows...on store counters and shelves. % Salespeople show 


these branded lines first...know their selling points... put a little 


extra “push” behind them. x What is the impelling force 


that rallies dealers to the support of sports- 
wear brands? Trade advertising in DAILY 
NEWS RECORD ... the daily newspaper that 
reaches all strata of the textile-apparel 
industry from producer-to-retailer. The mar- 
ket’s outstanding sportswear brands .. . in 
common with other branded lines in textiles, 
domestics, men’s and boys’ wear... cement 
firm dealer bonds with informative, regu- 


lar advertising in DAILY NEWS RECORD. 
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Whitehall Elects V.P.s 


Whitehall Pharmacal Company, 
New York, has elected four vice- 
presidents, effective Oct. 1. Rich- 
ard G. Rettig, advertising man- 
ager, was elevated to vice-presi- 
dent in charge of advertising; E. L. 
Bernegger, retail and wholesale 
sales manager, was elected vice- 
president in charge of retail and 
wholesale sales; Ira D. Joel, direc- 
tor of chain store sales, was 
elected vice-president in charge of 
chain store sales, and Dr. Robert 
P. Herwick, who joined Whitehall 
early this year, was promoted to 
vice-president in charge of med- 
ical research, control and develop- 
ment. 


CAR CARD ADVERTISERS! 


SEND FOR 
FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


Agencies Run for 
Profit, Not Just 
Client, Says Arndt 


Cuicaco — Advertisers often 
overlook the fact that agencies are 
in business to make money as 
well as to assist clients, and they 
sometimes exploit agency service, 
said John F. Arndt, head of the 
John Faulkner Arndt Company, 
Philadelphia, at the annual con- 
ference of the Continental Agency 
Network here recently. 

“Agencies today,” he said, “must 
go far beyond the conception of a 
few years back that they are 
merely a group of creative think- 
ers. Agencies must be run on the 
same business principles and or- 
ganized methods as other busi- 
nesses.” 

The 14 independent agencies 
comprising the network unani- 


mously reelected the Arndt Com- 
pany headquarters agency and 
clearing house for mutual service 
and exchange of data among the 
network agencies. 


Plugs Public Service 


Commercial time on this year’s 
football schedule at WKY, Okla- 
homa City, will be devoted to ad- 
vertising such causes as the Com- 
munity Chest, Red Cross, cancer 
and infantile paralysis drives and 
safety campaigns. In some cases 
local and network-sponsored shows 
are being canceled to air the con- 
tests of Oklahoma A & M College. 


European ‘Herald Trib’ 
Celebrates Anniversary 
The European edition of the 
New York Herald Tribune cele- 
brated the 60th anniversary of its 
founding Oct. 4, 1887, with a spe- 
cial edition Oct. 5 carrying mes- 


sages of congratulation from 
diplomats, government officials, 


and editors in many countries of 
Europe and the U. S. 

First: published by James Gor- 
don Bennett Jr. as the Paris edi- 
4tion of the New York Herald, it 
was sold by the Bennett estate in 
1920, along with the New York 
Herald, to Frank A. Munsey, who 
sold both to Ogden Reid, the late 
editor of the New York Herald 
Tribune, in March, 1924. 


Maps Dog Powder Drive 


Karswood dog conditioning 
powders, manufactured by E. 
Griffith Hughes Company, Man- 
chester, England, and distributed 
in Canada by John A. Huston & 
Co., Toronto, will use increased 
space this fall in specialized pub- 
lications. This product was for- 
merly advertised in classified col- 
umns. 


Ring Joins Adler 


Kenneth C. Ring has joined the 
executive staff of William Hart 
Adler, Inc., Chicago. 


The Nashville area isn’t a one-crop market...It’s a strong, stable buying terri- 
tory based on a wide range of business and industry, as well as farming . . . And 
a net farm income of 121,471,000 dollars yearly, puts plenty of buying power 


on the farm. . 
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AMERICAN 
MUTUAL 
5,000 W 
980KC 


Represented Nationally by 
THE KATZ AGENCY, INC. 


W SIX 


gives 


you all three: 


Tne Ne! 


ce 


oa Ten: nessee's 


C ss. Capital City 


. So, for a good crop of sales, reach your share of this audience 


~~ — 


NASHVILLE fin ii il THETA 
7 ll oT WU 


—— TENNESSEE 


Cover 


Market, 


3/3 1HE I = 


> 


age, Economy 


Advertising Age, October 13, 1947 


NY Credit Men 
See Recession 
by Mid-1948 


New YorkK—Four out of five of 
the 3,500 members of the New 
York Credit Men’s Association, 
queried recently, expect a busi- 
ness recession beginning in the 
second quarter of 1948. 

More than 20 diversified indus- 
tries and services in and around 
New York City were represented 
in the poll, conducted by the as- 
sociation’s credit planning com- 
mittee. 

The credit men believe only the 
steel and construction industries 
will experience a boom, while all 
other fields will have a_ slump, 
and, as reasons, they list high 
prices, excessive inventories, pur- 
chaser resistance, lack of capital 
and labor unrest. 

Of those responding to the sur- 
vey, 60% found business failures 
greater in the eight-month period 
of this year than in the corre- 
sponding period of 1946; 93% ex- 
pect an increased number of fail- 
ures; 95% are experiencing slower 
collections than in December, 
1946, and 82% reported continued 
elimination or reduction of cash 
discounts. 


Bigger Inventories Unfavorable 


The survey also revealed that 
65% were experiencing customer 
purchasing resistance, with only 
30% reporting cancellation of fu- 
ture orders; and that 80% consider 
the increase in inventories to be 
an unfavorable trend creditwise 
because it is an increase in dollar 
value rather than an increase of 
actual physical inventory. 

More than two-to-one, credit 
men reported that customers are 
willingly issuing financial state- 
ments; that 60% of customers are 
now exporting; and that 85% of 
companies not now engaged in 
the export field do not anticipate 
entering it. 

Reasons given for slower collec- 
tions were high prices, excessive 
inventory, purchaser resistance, 
lack of capital and discontinuance 
of cash discounts. Slightly more 
than half of those reporting indi- 
cated an unfilled backlog of or- 
ders. These orders, however, ap- 
parently represent previous com- 
mitments, as 63% said that orders 
and future commitments are now 
much smaller. 

The respondents were divided 
evenly as to whether sales volume 
will increase or decrease among 
companies engaged in export 
trade. Only about one-third con- 
templated the extension of longer 
credit terms; however, relatively 
few thought of reducing present 
export credit terms. 


Reynolds Names Lynch 


Eleanor Lynch, formerly on the 
public relations staff of J. Walter 
Thompson Company assigned to 
the Reynolds Metals account, has 
been named director of consumer 
public relations and information 
of Reynolds Metals Company, 
Richmond, Va., and Louisville, 
Ky. She will make her headquar- 
ters in the New York office. 


Gets Beer Account 


Peter Fox Brewing Company, 
Chicago, brewer of Fox Deluxe 
beer, has appointed John W. 
Shaw Advertising, Inc., Chicago, 
as its advertising counsel. 


Names Wilkinson 

Charles S. Wilkinson, formerly 
account executive and research di- 
rector of Charles L. Rumrill & 
Co., Rochester, N. Y., has joined 
Rogers & Porter Agency, Roches- 
ter, in a similar capacity. 


Joins Walsh Agency 

Tom E. Rackstraw, formerly in 
the Toronto office of Spitzer & 
Mills, has been appointed space 
buyer of Walsh Advertising Com- 
pany, Toronto. 
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Since all advertising interests 
are affected by attacks on any ad- 
vertising medium or activity, con- 
cern has been expressed over the 
allegations made in a recent article 
in American Mercury, in which 
outdoor advertising is accused of 
being a menace to traffic safety. 
Such charges have been made be- 
fore, and in each case they have 
been shown to be unfounded. 

Since a summary of the article 
appeared in ADVERTISING AGE, Sep- 
tember 29, as a means of inform- 
ing the field of the kind of attacks 
which are now being made on ad- 
vertising media, we have received 
from the Outdoor Advertising As- 
. sociation of America a new book- 
let discussing ‘‘Outdoor Advertis- 
ing and Traffic Safety,” which con- 
tains documentary evidence on the 
subject. 

Leading insurance companies 
are quoted as saying that in no 
case of record has it been shown 
that outdoor posters or bulletins 
have been the cause of a traffic 
accident. Travelers Insurance 
Company, Hartford, says, “Neither 
in the accident reports which we 
obtain from the various states nor 
in our own claim files do we find 
any cases where accidents were 
actually caused because _ sign- 
boards or poster panels blocked 
the view of the road or distracted 
the attention of the motorists.” 


Another Unwarranted Attack 


Similar comments were made 
by the Hartford Accident and In- 
demnity Company, the Pennsyl- 
vania Manufacturers Association 
Casualty Insurance Company and 
the Continental Casualty Com- 
pany. Not only do these com- 
panies indicate that outdoor ad- 
vertising structures are not a 
traffic hazard, but that not a single 
accident has been attributed to 
advertising of this kind. 

As a matter of fact, the Outdoor 
Advertising Association of Amer- 
ica and its affiliated organizations, 
in cooperation with the National 
Safety Council, have been conduct- 
ing for several years a successful 
accident prevention campaign, 
which has been hailed by police 
traffic officers, women’s clubs and 
others concerned with traffic safety 
as contributing in an important 
way to public education on the 


subject. In addition, the governing | 


policies of the association require 
members to erect structures only 
“consistent with established prin- 
ciples of safety, as defined by engi- 
neering and traffic authorities.” 

Because many of the largest ad- 
vertisers in America are users of 
outdoor advertising and thus are 
affected by public attitudes toward 
the medium, we believe it is only 
fair to record the clean record of 
this field as far as traffic safety 
is concerned. 


A Wave of Opportunity 


The Horatio Alger-like story of 
the Harris brothers and Toni, 
their. home permanent wave, 
which was chronicled in these 
pages last week, will no doubt 
nauseate those who see in it an- 
other manifestation of the frivol- 
ity of the human race, and of the 
ability of advertising hoopla to 
“make people buy what they don’t 
need and can’t afford.” 

To the remaining 99% of the 
population, however, the amazing 
saga of Toni will serve as a pleas- 
ant and stimulating reminder of 
the fact that opportunity still 
makes her rounds, knocking as 
loudly as ever she did on the doors 
of those whose ears are capable 
of hearing. It will serve as a re- 
minder, too, that advertising, 
which has frequently been por- 
trayed as an instrument of mo- 
nopoly, does indeed operate as a 
great leveler, giving the small 


man the chance to compete on 
equal terms with the big fellow, 
and frequently to beat him at his 
own game. 

A couple of years ago Toni 
didn’t exist in any important 
sense. But with a wanted prod- 
uct and smart advertising and 
merchandising, first on a small 
scale and then on a larger and 


|larger scale as it was able to pour 


sales receipts back into the pro- 
motional hopper, Toni has now 
become the “miracle product” of 
the merchandising world. 

It couldn’t have done it without 
a wanted and a good product. But 
neither could it have done it with- 
out advertising. 

The Toni story demonstrates 
again how the advertising method 
enhances the ability of the new, 
little known product to compete 
with the older, better esablished 
product. 
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"They wouldn't dare abolish this bureau. big half the commentators in the 


country would have to dig up something e 


se to get in a lather about." 


Vendetta 
There’s 


an angry newspaper 
publisher in Henderson, Tex., and 


he’s doing something about it. 
When Publisher Garland R. Far- 
mer was left holding the bag for 
between $500 and $600 in checks 
stolen and forged by a onetime 
employe, printer Raymond S.° Hat- 
field, he didn’t stop with notify- 
ing police. 

He sent a special story to news- 
papers all over the country, with 
a “Note to newsmen, et al.: Use of 
this story will be deeply appreci- 
ated, and may lead to location of 
this forger.” By contacting maga- 
zines and newspapers, Mr. Farmer 
obviously hopes to catch the man 
at his place of next employment. 
In a letter to editors, he con- 
cluded: 

“Hatfield was using Social 
Security No. 551-14-6562, but may 
have changed name and secured 
new number. When and if this 
man as described above, shows up, 
please notify local officers that he 
is wanted in Henderson, Tex., for 
forgery, and wire me, collect.” 


Immediate Release 


The Formfit Company, Chicago, 
is taking its stand against the re- 
vival of the corset. 

“Such unnatural restrictions 
have been proven detrimental to 
health and comfort,” said Sig- 
mund Kunstadter, its president. 
“Corsets are meant to mold the 
figure, not to contort it.” 

Mr. Kunstadter, a veteran of 
the corset wars, recalls that in the 
late ’30s, fashion designers were 
contemplating a return to corsets 
which pinched the waist, but that 
the war and a determined band 
of U. S. manufacturers stopped 
the pincer movement. 


Good Ol’ Shepco 


We are an employe relations 
fan, and one of the more interest- 
ing booklets we’ve seen is that of 
Sheppard Envelope Company, 
Worcester. The book is aimed for 
new employes and for old ones, 
does a pretty clear job of telling 
about the company, its functions 
and its advantages (vacations, 
holidays, service pins, bowling 
league, social events, disabled vet 
program, piped-in music by Muzak 
and a mutual benefit association). 

It was prepared by Howard 
Wesson Company, a Worcester 
agency, and it ought to help keep 
the employes happy. However, it 
still has a little of the fatuous 


tone which gives so many house 
publications an air blended of the 
high school cheer leader and an 
undertaker’s sales talk. 

Excerpt: “We are proud of our 
place in the envelope industry, 
which has been achieved only 
through the loyalty and enthusias- 
tic spirit of all the members of 
our Shepco family. Every corpo- 
ration acquires a_ distinctive 
character and that of Sheppard 
has made us a leader in the en- 
velope field. We like to think that 
this character is composed of a 
conservative approach in financial 
matters, etc., etc. We are not 
striving to make this the biggest 
envelope company in the world 
but we do want to make it the 
best.” 


Jottings 

You’ll be glad to know that the 
New Republic now has a business 
column, edited by Harold Wolff 
(Harvard, Borden Company, 
OWI), which will be “an evalua- 
tion, in terms of liberal standards, 
of what business is saying and 
Going.” . « 

The Wall Street Journal has 
started a new circulation cam- 
paign. First letter offered an ex- 
ample of Archimedes’ lever—a 
bottle opener. Said the Journal: 
“You will need a ‘mental lever’ 
with which to pry into the diffi- 
cult days ahead the Wall 
sot 1 Journal is such a working 
tool,” .. 

If you ordered the Special Stork 
Club Luncheon (the menu said: 
“as featured in Woman’s Home 
Companion October, 1947”) be- 
tween Sept. 22 and 26, your meal 
was free. A WHC promotion gim- 
mick. . . 

Kellogg is putting out cutouts 
of GM’s “Train of Tomorrow” 
on each carton of the company’s 
Variety Package... 

We are delighted to report, on 
the authority of the Associated 
Fur Coat & Trimming Manufac- 
turers that “the nutria actually 
is an animal which comes from 
Argentina and Chile where it is 
known as the Coypu Rat.” .. 


Business Week reports. that 
tombstone sales have hit a new 
high. . . 


American Airlines’ stewardesses 
will hold that hemline, much to 
the approval of passengers. . . 

And the New York, New Haven 
& Hartford recently took space to 
tell its public that no one was any 
more tired than it was of waiting 
for new equipment. . . 


Advertising Age, October 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11. 


No. 2897. Survey Report on For- 
eign Service. 


Foreign Service, the official pub- 
lication of the Veterans of Foreign 
Wars, has issued this 1947 Daniel 
Starch survey report. The analy- 
sis covers the publication’s read- 
ers—age, employment, ownership 
of homes, cars, appliances, etc.— 
and a breakdown of circulation by 
states and sections. 


No. 2898. For Better Business, 
Sign Up. 

This brochure, issued by Neon 
Products, Inc., discusses the im- 
portance of localizing national ad- 
vertising campaigns with indoor 
and outdoor brand-identification 
signs at point of sale. The mate- 
rial includes illustrations of va- 
rious kinds of brand name signs 
used by a number of national ad- 
vertisers, and describes the facili- 
ties, operation and services of the 
Neon Products plant. 


No. 2899. Consumer Panel Report 
No. 3. 


Mechanix Illustrated has issued 
this report in its continuing study, 
which provides detailed informa- 
tion on brand preferences, smok- 
ing habits, hobby interests, in- 
come, occupation and homes of 
Mechanix Illustrated readers. 


No. 2900. The Greenville, Miss., 
Market. 


Market facts about Greenville, 
Miss., and its trading area are 
given in this folder, issued by the 
Delta Democrat-Times. Included 
is a reprint of “The South’s Fight- 
ing Editor,” a Saturday Evening 
Post article about Hodding Car- 
ter, Pulitzer prize-winning editor 
of the Greenville paper. 


No. 2901. The Knoxville Continu- 
ous Consumer Research Panel. 
Per cent of families buying, 
brands purchased, and place of 
purchase of groceries, drugs, cloth- 
ing and household furnishings are 
tabulated in this analysis of con- 
sumer buying in Knoxville, Tenn. 
The analysis covers the first six 
months’ findings, October, 1946- 
March, 1947, and the panel is con- 
ducted by the School of Business 
Administration, University of Ten- 
nessee and the Knoxville News- 
Sentinel. 


No. 2881. Designing Newspaper 
Advertising for Greater Ef- 
fectiveness. 

A talk on preparation and de- 
sign of newspaper advertising 
given before Chicago admen by 
Ben Dalgin, director of art and 
reproduction, New York Times, 
has been put into this booklet, 
which should be helpful toward 
more effective use of newspaper 
space. 


No. 2847. 
paper. 
The story of newspaper opera- 
tion, from news-gathering to door- 
step delivery, is told concisely and 
interestingly in this illustrated 
booklet, issued by the Times- 
Picayune and New Orleans States. 


No. 2878. Chicago Times Pantry 
Poll. 

Conducted in April, this is the 
sixth Chicago Times poll in a con- 
tinuing consumer panel inventory 
of grocery brands in the Chicago 
market. 
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WLBR's Religious 
Discount Change 
Mitfs Agency Man 


JERSEY Crity—There are times, 
even in the matter of religious 
broadcasting, when forthrightness 
hits a sour note. So, at least, feels 
Michael A. Fiore, president of 
Radio Advertising Corporation of 
America, agency here which 
handles several religious accounts. 

Mr. Fiore has expressed this 
feeling to J. F. Skinnell, opera- 
tions manager of Station WLBR, 
Lebanon, Pa., whose forthright- 
ness in cutting out agency com- 
missions on religious broadcasts is 
at the heart of the matter. 

The 1,000-watt daytime station, 
an independent, has cut its time 
rates 20% on religious programs, 
providing that clients negotiate 
directly with the station. The big 
discount does not apply on busi- 
ness obtained through agencies. 

Under the new rates, a half- 
hour broadcast on a 52-time basis, 
for example, will cost a religious 
group only $40, instead of $49, for 
each program. However, if an 
agency places the business, WLBR 
will charge $49 and pay the 
agency the usual 15%. 


Tried to Get Time 


In answer to Mr. Skinnell’s an- 
nouncement letter, Mr. Fiore re- 
called that “I tried only six months 
ago, unsuccessfully, to order six 
half-hours weekly on WLBR on 
behalf of one of our religious ac- 
counts, at card rate.” 

Continuing, he said: 

‘Has the wheel turned so soon? 
From not wanting any more re- 
ligious business at a high price, 
to wanting it badly at a cut price, 
seems too good to be true to this 
humble agency man... 

“I am sure you can look for 
our whole-hearted cooperation. 
We think your plan is deserving. 
We shall publicize it far and wide. 
Amongst agencies. . .” 


Sales Executives Elect 

Charles C. Waters, National 
Cash Register Company, has been 
elected president of the Elmira, 
N. Y., Area Sales Executives Club. 
Other officers elected are: Ist 
vice-president, John L. Ward, 
Corning Glass Works; 2nd vice- 
president, Walter Bass, Borg-War- 
ner Corporation; secretary, Lyman 
D. Gridley, Clute Motor Company, 
and treasurer, Everett L. Hover, 
N. J. Thomson & Co. 


1000 PHOTOS SELECTED 
FROM OVER 500,000 IN FILE 


Many an adman has waited a long time 


.. but at last it’s here... beautifully 
done by Gelatin-Gravure ... covering 
& multitude of classifications. Of course 
the supply is limited ...so send us a 
dollar (that’s to eliminate curiosity- 
seekers) or your order ... cr the 
coupon... no red tape... it’s yours 

for a buck! 


KAUFMANN & FABRY COMPANY 
425 SOUTH WABASH AVENUE 
CHICAGO 5, ILLINOIS 


CLIP and MAIL TODAY! 


Joins West-Holliday 
Richard E, Oswald, formerly on 
the staff of Valley Journal, Bur- 
bank, Cal., has been named an ac- 
count executive in the Los An- 
geles office of West-Holliday Com- 
pany. 


To Sawyer, Ferguson 


Federated Publications, Inc., 
Grand Rapids, Mich., has ap- 
pointed Sawyer-Ferguson-Walker 
Company as general advertising 
representative. 


Schenck Joins Gerber 


Vernor M. Schenck II, formerly 
managing editor of the defunct 
Sun, Vancouver, Wash., has joined 
Joseph R. Gerber Company, Port- 
land, Ore., agency, in an editorial 
capacity. 


Star Mig. to Roman 


Roman Advertising Company, 
St. Louis, has been appointed to 
direct the advertising and sales 
promotion of Star Mfg. Company, 
St. Louis, manufacturer of com- 
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color, in 16 trade publications, 
supplemented by direct mail and 
exhibits at trade shows and con- 
ventions. 


mercial popcorn machines and 
food equipment. A new campaign 
will be launched using monthly 
full-page ads, black-and-white and 
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Low milline rate— 

lowest cost per inquiry in 
IN fe OF 200,000 this highly responsive field 
ABC MEMBERSHIP 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 
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CALUMET AVENUE - 


Let the Other Fellow Carry the Load! 


Maybe you are one of those advertisers who have discovered that in advertising, as 
well as in every other business, it’s easier on the bank roll, and a whale of a lot 


kinder to dispositions and 


the load of fighting for attention, for an audience, for the opportunity to convince 
the too often skeptical prospect of the superior features of your wares. . . . Being 
among these discerning ones, you surely have found that in magazine space a most 
decisive way to put the burden on the other guy—to dominate rather copious com- 
petition—is not necessarily by overwhelming size of space; equally as resultful is 


fine quality reproduction 
improbable that you are 


ENGRA 
Master 


ADOULPH F. 


CAL. 4137 -; 


graying hairs, to let the other fellow “carry the load”. . . 


in the space you do use. . . . For these reasons it is not 
a ROGERS customer—or will be. 


VING COMPANY 
Craftsmen of Photo - Engraving 


VEC ret s ° ° . 


President 


ILLINOIS 


CHICAGO 16, 
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YOU CAN GASH IW 


We've made Santa Claus an Associate Editor for this special Ghateenies watthee. Gee egcited Gt come Ul peceiiite. 
Christmas number. St. Nick himself takes over (in the _ ‘The tremendous holiday lift, added to Field & 
spirit, not the flesh, of course) to really get across the idea Se ee ou will a it worth 
, a eon 

of gi . sportsmen ’s gifts to sport ! your while to use larger-than-usual space, too 


This December issue lets you tie in with the Christmas 

season as you've never done before in the sportsman’s field 
—lets you put your product before the “buyingest” lot of 

prospects you ever saw, right at the “‘sellingest”’ time of year! 
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Appoints Wilder 

Robert G. Wilder, Philadelphia 
public relations firm, has been 
named by the Trailer Coach Man- 
ufacturers Association, Chicago, 
to handle the public relations, pro- 
motion and publicity for the as- 
sociation’s 13th annual National 
Trailer Coach Show and conven- 
tion to be held in Philadelphia’s 
Commercial Museum, Nov. 8-15. 


Gets Radio Account 


Automatic Radio Mfg. Com- 
pany, Boston, has appointed Hare 
Advertising, Boston, to direct the 
advertising of its complete line of 
radios, including Automatic’s Tom 
Thumb portable. 


FREE Increase reader- 


ship of your ads 
with LIFE-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
proofs No. 108. No obliga- 
tions. BYE*CATCHER 


8, 
10 E. 88 St., N. Y. C. 16. 


WCBS.-TV Offers 
. a = ff 
Video ‘Bargain 

New YorK—WCBS-TV is look- 
ing for a sponsor to profit from 
“$50,000,000 worth of showman- 
ship.” 

This figure was quoted by 
George L. Moskovics, commercial 
manager of the station, in a let- 
ter forwarded to 900 advertising 
agency executives offering them a 
share of the Madison Square Gar- 
den events. Half of the 160 sports 
events on which Columbia has ex- 
clusive television rights for the 


coming season will be sponsored 
by the Ford Motor Company. The 


rest are available at an ‘“eco- 
nomical price,’ Mr. Moskovics 
said. 


Rates for this sports package— 
sports have outdrawn everything 
else on video to date—are ap- 
proximately a third of the normal 
cost of television time measured 
on a one-half hour programming 


basis, it was pointed out. 

Later in the year Columbia 
hopes to extend the Madison 
Square Garden coverage to Wash- 
ington, Philadelphia and perhaps 
Baltimore, depending on rates set 
for coaxial cable service, dates 
when new stations get into opera- 
tion and the interest shown by 
advertisers in helping foot the bill. 


Joins ‘Courier-Post’ 


Virginia Weaver Wilton, for- 
merly copywriter in the promo- 
tion department of the Phila- 
delphia Record, has taken over the 
promotion job at the Courier- 
Post, Camden, N. J., which was 
formerly held by Joel Irwin,- who 
resigned. - 


Changes Name 


Metal Industry Publishing 
Company, New York, publisher of 
Metal Finishing, Organic Finish- 
ing and Guidebook Directory for 
the Metal Finishing Industries, has 
changed its name to Finishing 
Publications, Inc. 


2 1 nr 


when Charles S. Partridge and Jack Anderson 
founded their business in 1901. Cable cars travelled 
State street and the main routes. The skyline was 
low with but two tall structures, the Masonic Tem- 
ple Building and Montgomery Ward Tower. Lake 
Michigan was close to what is now Michigan Boule- 
vard. Industry was ambitious but its spectacular 
growth lay two decades ahead. | 

The 1920’s brought the building boom—the phe- 
nomenal march of North Michigan Avenue. The 
skyline reached to 46 stories, and electric cars and 
buses were the chief means of city transportation. 
Yes, much has happened since 1901 to make Chicago 
one of today’s great world cities. 

And much has happened, too, in the intervening 
years to make Partridge & Anderson today one of 
the great electrotype and mat plants of the nation. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS + MATRIX MAKERS 


STEREOTY PERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


Dr. Edward N. Tisdale, research director- of Ross Roy, Inc., De- 
troit-agency, is teaching a new course in advertising copy at Wayne 


University. . . The new Boston U. School of Public Relations has 
three WCOP execs on its teaching staff. Harry D. Goodwin, pro- 
motion, merchandising and publicity mgr., handles courses in ad- 
vertising and sales, and promotion and publicity; Ron Cochran, 
news director, teaches radio news, and Henry Lindquist, produc- 
tion mgr., teaches his specialty. . . 


Paul Weeks Litchfield, chairman of Goodyear Tire & Rubber Co., 
was designated “Sponsor of the Year” by Sponsor magazine in rec- 
ognition of the com- 
pany’s backing of 
“The Greatest Story 
Ever Told,” only 
commercial program 
on the air without 
advertising copy. . . 

Robert R. Gros, ad- 
vertising and pub- 
licity director of Pa- 
cific Gas & Electric 
Co., San Francisco, is 
on a month’s tour of 
the Pacific as a guest 
of the Navy aboard 
the flying boat Mars. 
His trip will include 
visits to China and 
Japan. .. 

After 57 years in 
the business, adver- 
tising and editorial 
departments of the 
Courier - Post, Cam- 
den, N. J., Walter L. 
Tushingham _ retired 
Sept. 30 as gen’l mgr. 
. . Walter B. Haase, 
station manager of 
WDRC, Hartford, 
Conn., heads the pro- 
motion committee for the Hartford Community Chest campaign, 
which gets under way tomorrow. On his committee are C. Glover 
Delaney, mgr. of WTHT, Joseph R. Wright, display mgr. of G. Fox 
& Co. department store, and Glenn Rowell, of Veeder-Root, Inc. . . 

While P. L. Jackson, publisher of the Journal, Portland, Ore., was 
attending the 85th birthday anniversary party for his mother, he re- 
ceived word of the arrival of his first granddaughter, Elena Maria 
Kerr. .. Gubernatorial appointees to a New Texas Good Neighbor 
Commission for Latin American relations include Dorrance Rod- 
erick, publisher of the El Paso Times; Hugh Halff, pres. and gen’l 
mgr. of WOAI, San Antonio, and Karl Hoblitzelle, head of Interstate 
Theaters, Dallas. . . 

Eugene Carr, director of radio for Brush-Moore Newspapers, op- 
erator of WHBC, Canton, O., and WPAY, Portsmouth, O., newly 
elected president of the Canton Chamber of Commerce, took office 
at the chamber’s an- 
nual dinner Oct. 9... 
George D. Gaw, di- 
rector of the Color 
and Direct Mail In- 
stitute, for whom the 
Gaw chapter of 
Alpha Delta Sigma 
at Chicago’s Roose- 
velt College was 
named, and Hal Bur- 
nett, editor of Indus- 
trial Marketing, were 
speakers at initiation 
ceremonies Oct. 1... 

Lloyd E. Yoder, gen’! 
mgr. of KOA, Den- 
ver, has been ap- 
pointed by Gov. Lee 
Knous as a member 
of the Governor’s 
Committee on Re- 
sources Development. 

Publicity chair- 
man of the La Salle 
County Committee of 
the Disabled Ameri- 
can Veterans’ Na- 
tional Service Fund 
drive is R. L. McAI- 
lister, ad mgr. of the 
Post - Tribune, La 
Salle, Ill... 

L. S. Hamaker, as- 
sistant gen’l mgr.“of sales of Republic Steel Corp., was principal 
speaker at the opening meeting of the Industrial Marketers of 
Cleveland a couple of weeks ago... 

G. Alec Phare, account exec. and radio director of R. C. Smith & 
Son, Toronto agency, was guest of honor at the Young Men’s Ad- 
vertising and Sales Club’s 10th anniversary celebration Oct. 8. He 
was instrumental in founding the organization, of which Fred Hatch 
is now president... 

William Blair Smith, manager of the San Francisco office of 
Simpson-Reilly, which represents ADVERTISING AGE on the Coast, 
was married September 24 to Mrs. Joan Skinner Jones at Alameda, 
Cal. . . Frederick J. Ashley, account exec. of Harry Coleman & 
Co., Chicago, has been appointed chairman of the public relations 
commission of the American Legion, Dept. of Illinois, for the ninth 
consecutive year... 


WINS EMBLEM PRIZE—Ray Tibbetts, art director 
of Davis & Co., designed the emblem chosen by 
the Los Angeles Adclub, winning the $100 prize. 
Mr. Tibbetts (left) is shown receiving congratula- 
tions from Ed Mills, chairman of the emblem com- 
mittee. 


RECORD REWARDED—William Block (right), co- 

publisher of the Pittsburgh Post-Gazette, receives 

an award from Cecil B. DeMille at a ceremony 

preceding the world premier of Paramount's "Un- 

conquered" in Pittsburgh. The award was given 

for the Post-Gazette's I6l-year record of service 
to the area. 
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Groceries Shown 


Largest Sponsor 
of Radio by Far 


WASHINGTON — The NAB re- 
search department came up last 
week with an analysis showing 
that radio’s advertising revenues 
are from varied sources—the most 
important being “groceries,” 
which provide a little more than 
a fourth of sponsored programs. 

Toiletries, with 9.3% of all spon- 
sored time; medicines, with 8.9%, 
and automotive and department 
stores, with better than 7% each, 
were among the other leading pro- 
gram sponsors. 

The NAB analysis, based on 
station logs for November, 1946, 
shows that department store items 
—clothing, dry goods and institu- 
tional—provided 15.1% of the spot 
announcements. Groceries ac- 
counted for 14.8% and jewelry 
10.5%. 

Looking over the results, NAB’s 
research director, Kenneth H. 
Baker, concluded that the indus- 
try’s advertising base is suf- 
ficiently strong to withstand 
shortages and policy changes in 
any commodity group. 


Data Given by Station Size 


Mr. Baker’s figures demon- 
strated that large station program 
revenues are more concentrated 
in the grocery, toiletry and me- 
dicinal field than small station 
program revenues. 

Moreover, large stations got a 
considerably larger proportion of 
their announcement revenue from 
groceries, jewelry, medicinal and 
toiletry items than the industry 
as a whole. 

“Grocery” programs, for in- 
stance (including food, soft drinks, 
floor wax, laundry soaps, disinfec- 
tants and pet food), were 24% of 
small station program sponsors, 
29.2% of large stations. Toiletries 
were 8% of small station sponsors, 
15.9% of large station sponsors. 

The concentrations were more 
marked in announcements. “Groc- 
eries” were 13.3% of small station 
spot business, 21.7% of large sta- 
tion. Medicines were 6.8% of 
small station announcements, 
13.9% of large station. Toiletries 


This is a 
SALES angle 


Use it for special influence to sell to 
parents of 25,000,000 school-age young- 
sters. 

When you sell teachers on your prod- 
uct, pupils are likely to learn about it, 
then tell parents. Parents and teach- 
ers buy. 

Advertise your product in State Teach- 
ers Magazines to reach America’s most 
influential market. You get more na- 
tional coverage, plus local reader in- 
terest. Ask Georgia C. Rawson, man- 
ager, for the complete story. 


42 magazines — 727,000 subscribers 


STATE TEACHERS 
~ MAGAZINES | 


207 NN. Michigan Ave., Chicage 1, Iilinots 


were 1% of small station and 9.4% 
of large station announcements. 


Hits New Linage Record 


The Chicago Tribune in Sep- 
tember hit a new all-time high in 
advertising linage, carrying 3,688,- 
713 lines, a 15% gain over the 
same month in 1946, Chesser M. 
Campbell, advertising manager, 
has announced. In the first nine 
months of 1947, the newspaper 
carried 26,503,583 lines, up 15.2% 
over the same period last year. 


Gladding Starts Drive 


B. F. Gladding & Co., South 
Otselic, N. Y., through C. Wendel 
Muench & Co., New York, will 
run ads in Collier’s, The Saturday 
Evening Post and leading outdoor 
magazines this fall to promote its 
Gladding fishing line boxes bear- 
ing a special Christmas gift wrap. 


Loft Marks Birthday 


Loft Candy Corporation, Long 
Island City, N. Y., has started a 
regional advertising campaign 
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celebrating its 87th anniversary.) Jersey, Connecticut and Pennsyl- 
Schedules call for two 400-line|vania, as well as special display 
ads, followed by semi-weekly 252-|material in the company’s 165 
line ads through October in 22j|steres. Al Paul Lefton Company, 
newspapers in New York, New! New York, is the agency. 


TOP STATION © 
*BOTH in Vancouver. 
bs Be and * MEW WESTMINSTER 


are 


a 169 WARSHIPS . . . and : 
Trade Teatfic is sill Terrific 


NORFOLK DOES NOT HAVE TO WAIT FOR HER * 
SHIPS TO COME IN—This great seaport is teeming 
with activity and shipping has passed an all-time peace- 
time record. Throughout the Tidewater area business 
continues at a terrific pace, and the tremendous growth 
of this community is dramatically illustrated on the 
business charts of the nation. No Sir; Norfolk does not 
have to wait for her ships to come in-THEY ARE HERE! 


aru nat 


SpevavarnTs® BY THE 
=ME }ERS AMERICAN NEWSPAPER ADVERTISING 1 


Population (Norfolk City) 
1940—1 44,332 
(U. S. Census) 


1944—231,949 
(U. S. Sample Census) 


1947—242,500 
Estimate, Norfolk Assn of Commerce 


* 
Bank Deposits 
Jan. 1, 1941—$ 81,309,762 
July 1, 1947—$221,205,893 
* 


Construction 
(Does Not Include U. S. Gov't). 
Jan. 1941—$5,564,113 


ist 6 Months 
1947 $8,307,300 
* 
Retail Sales 
(Based on Reports 5 Dept. Stores} 
1941 — a 740,227 
Ist 6M 
1947 — — "s 95,948,397 


Estimated total for 
12 months of 1947. 
Over $205,000,000. 


Reports from 159 Stores 
show 10% increase in 
sales first six months of 
1947 over same period 
in 1946. 
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Resumes Foreign Service 


Alexander Film Company, Colo- 
rado Springs, has resumed its mo- 
tion picture advertising service in 
a number of foreign countries, 
with about 1,500 theaters in 12 
foreign countries now available to 
American manufacturers for ad- 
vertising campaigns. All export 
advertising business is handled 
through World Screen Advertising 
Service, Inc., New York. 


To Advertise New Irons 


Proctor Electric Company, 
Philadelphia, has developed a 
“one-legged” Never-Lift electric 
iron with self-righting mechanism, 
and has improved its Champion 
iron. They will be promoted in 
magazines this fall, beginning with 
a color spread in The Saturday 
Evening Post this month. Newell- 
Emmett Company, New York, is 
the agency. 


TRUE COLOR 


FINE OFFSET LITHOGRAPHY 


THE VERITONE COMPANY 


57 W. GRAND AVE., © CHICAGO 10 
WHITEHALL 5957 


Census Finds 22 
Magazine Houses 
Top 1,942 Others 


WasHINGTON—A special Census 
Bureau study of the magazine 
publishing industry released last 
week showed receipts for 1,964 
firms during 1945 at $739,000,000 
and paper consumption at an eSti- 
mated 798,000 tons. 

Receipts had doubled since the 
1939 Census of Manufactures, de- 
spite wartime paper’ controls 
which had held paper consump- 
tion at a point 13.3% below the 
1942 peak. 

Bulk of the industry’s business 
fell to 22 publishing houses, each 
with dollar receipts “over $5,000,- 
000.” These firms, which con- 
trolled 158 of the 3,671 titles 
owned by reporting firms, had 
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total receipts of $413,979,581 and 
consumed 531,502 tons of paper. 
Of the 158 titles controlled by 
the “big 22,” with aggregate cir- 
culation per issue totaling over 
100,000,000, 110 were monthlies, 
17 weekiies, 11 semi-monthly, 4 
quarterly and 16 “other.” 


15 Control 131 Titles 


The “big 22” had 39 titles de- 
voted to “trade, business and. fi- 


nance”; 28 to fiction; 24 to comics; 


21 “general interest”; 8 fashion; 
6 each for agriculture, home and 
garden, and women’s service; 5 
each for motion pictures, news and 
current events; 4 science and 
technology; 2 each for sports, and 


geography- and travel; and one 
juvenile. 
Census found 15 publishers 


with receipts from $2,500,000 to 
$5,000,000. Controlling 131 titles, 
they accounted for an additional 
$53,743,093 of the industry’s busi- 
ness. Their circulation per issue 
was nearly 32,000,000, involving 
57,000 tons of paper annually. An 
additional 35 firms with business 


“* Best individual record was scored neither by a network nor a 
network affiliate, but by an independent—WOV, New York. 
The only outfit to win two awards each year.”’ 
BILLBOARD—SEPTEMBER 20, 1947 


Billboard again honors WOV 


> Accepting these distinguished citations with understandable 
pride, WOV expresses its gratitude to the agency and 
sponsor executives who selected us as winners for 


the second consecutive year. 


We declare our continued dedication to an even more 

concerted effort toward our basic policy of radio 

broadcasting, that in serving the public interest we best 
2 serve listeners and sponsors alike. 


Ralph N. Weil, General Manager 
Arnold B. Hartley, Program Director 
John E. Pearson Co., National Representative 


| publications; 


exceeding $1,000,000 annually, 
held 186 titles with circulation of 
nearly 34,000,000. 


Other Incomes Shown 


Census had 75 firms in the 
$500,000 to $1,000,000 group; 123 
between $250,000 and $500,000; 
257 from $100,000 to $250,000; and 
261 from $50,000 to $100,000. The 
1,176 firms under $50,000 of an- 
nual receipts had 1,568 titles and 
total circulation per issue of 16,- 
120,305. They used less paper 
than any other income group—a 
total of only 14,805 tons. 

The 3,671 titles boasted a 288,- 
341,626 circulation per issue. Comic 
books outdistanced all others cir- 
culationwise, with a total of 57,- 
913,000 per issue. Behind them 
were religious publications with 
41,716,000; “general interest” with 
35,281,000; fiction with 34,254,- 
000; women’s services with 19,- 
516,000; agricultural with 18,281,- 
000; trade, business and finance, 
10,833,197; fraternal and _ club, 
10,207,914; and others trailing be- 
low 10,000,000. 

Religious publications, second in 
total circulation, account for 930 
of the 3,671 titles. Trade, busi- 
ness and finance publications, 
seventh in circulation, accounted 
for an additional 910 titles. Far 
behind were educational, with 234 
(circulation 7,000,000); science and 
technology with 211 (circulation 
4,490,000); agricultural with 160 
titles; and comics, first in circula- 
tion with 147 titles. 


Similar Studies Canceled 


The $2,500,000-$5,000,000 pub- 
lishing group had 39 of its 131 
titles in comics and 30 in fiction. 
Among smaller publishers, re- 
ligious and trade publications were 
of great importance. In the $1,- 
000,000 to $2,500,000 group, 67 of 
186 titles were in religious pub- 
lications, another 60 in trade, 
business and finance. Nearly half 
the 299 titles of the $500,000-$1,- 
000,000 group were in religious 
trade, finance and 
business were again the second 
largest area. 

The bureau’s report, one of the 
“Facts for Industry” series, also 
details types of paper consumed 
by publishers; types of printing 
equipment in use in the industry, 
and geographical location of pub- 
lishers and magazine printers. The 
release was preceded in August 
by a similar study of book pub- 
lishers. Similar studies of news- 
papers and commercial printers, 
scheduled when the survey was 
made last year, had to be can- 
celed when major industry mem- 
bers failed to cooperate. 


Finance Men Set Up Own 
Credit Control Plan 


The American Finance Confer- 
ence, national association of 300 
independent credit companies, has 
proposed that the industry set up 
its own credit control formula 
governing instalment buying of 
automobiles, appliances, farm 
equipment and the like. 

An AFC special committee sug- 
gested the move to help prevent 
inflationary tendencies in credit 
purchases of such items. It pro- 
poses a formula calling for easier 
down-payments, longer time in 
some cases for paying up balances 
and, for auto purchases, maximum 
limits for credit advances on new 
and used cars based on cash loan 
value instead of average retail 
value. 


Ups Gunness, Rogers 


R. C. Gunness has been pro- 
moted from associate director of 
research to manager of the re- 
search department of Standard 
Oil Company (Indiana), Chicago, 
and T. H. Rogers has been pro- 
moted to director of research. 


Promotes Gordon Strong 


G. Gordon Strong, treasurer, 
has been appointed business man- 
ager of the Toledo Blade. He will 
continue as treasurer. 


Ad 


i 
t 
I 
t 
k 
s 


si = 0 
ae | 
sa Ls | | f 
at | | 
ae 
LAs ‘ 
“ ro 
a 
eo 
R73 | Po 
ae 10 ' 
¢ : = = a et seins Se a a ‘, Ree Soak o: ak SS | 
ee ee | , 
= Bee ea > 5 cae See . Se a | 
Pak oa eee 
Rater a Be 
% a aa ae ~ Se - ee 
vee ‘te a Z ae 
jeu ae ey Seah Settee ay Se aay 
: Baer SS Siete Me eae ee eee i 
=e SaaS Bc at 
sd ee a ae ne : 
ee ee ae, IE EE RT BOE TE ie aE H 
: Pen ee EE a, ee ee vi 
ee Oe ES | | ch 
a ch 
. 4 
5 : es i E 
os sae Loe a ae ies 
we ; ae ae ie e | 
| | es oo  ofear?. Wee ae ps 
F & te ie sec oo j 
ree ; : ard for 5 eS mele 4 ; Pee oe = 
= BAR ee NAN oS & ae 
ea ag yj Co eee % AY. 4105 4 P\\\ ee ae. Bi 
aie Ce ay Ae frst aw WA Fen bs 4 ovet eee 
a: ‘= os 8 ; vce | ee ae for itis ie th 
is c net . rv lg 2 het say’ Sk. iy & | “ipa oro, 
aes pie public sed eee tae ‘a OP ‘e qAOn | ; omotio™ — s- 
eo. : — ti : : ue eae ae ie OE Seg hOP? oxi » aici 
: s y WO ; ee ; nih ghee yes ; ‘¢ DS ne stp 
i ; ek ’ ot avio’ ws son. pa A GN ee ge : 4 ' tee. a 
a sae SN Da qOR™ 0 : . tl Be sis ¥ ome a7 Reg > i ar ee cc 
Ss ; WEN FOR pagtO! fe) 5 be Yee oe By coe aie | 
; ANCE Fons ara t Be 7 ; * 
; ; 0 eat See eae r 2 er ee 
: PUBL TE ceEMOER. on OY Bee eho ee Pee os, 
= $ ‘ s agar) wart? a ae a ig Ns aa hel cess ee a a S 
ee uae UE er Clam ce eee i 
a . a > | : 
ey ; Be ames eS 5 : : : = it 
cei 3 
i | 
ee , 
Bee 
et 
irises ; - 
= ee 
z ee a 
(a 
“ages: 
ae 
' 
; 
» a 
Pos 8 
‘ bee ee 
’ - re 
os a 
ES ee reel ee 
4 : 
; . : : i s my ae 


Advertising Age, October 13, 1947 


ontyar FIRST MATIONAL 


CAN You SHOP TO MUS 


—— we © 


First National Stores is using New 
England newspapers to publicize the 
use of Storecast, registered name of 
Storecast Corp. of America, which pro- 
vides the service with music by Muzak. 
Non-competing commercial announce- 
ments are included, suggesting pur- 
chase of products in the store. John C. 
Dowd, Inc., Boston, is First National's 
agency. 


Nielsen Considers 
Expansion of Its 
Foreign Operation 


Cuicaco—The A. C. Nielsen 
Company, world’s largest market- 
ing research organization, is con- 
sidering expanding its operations 
to Western Europe and to Aus- 
tralia and New Zealand. Its for- 


eign operations now include Great |_ 


Britain and Canada. 

Arthur C. Nielsen, president of 
the company, as reported in the 
current issue of the “Nielsen Re- 
searcher,” covered 10 European 
countries in 40 working days last 
summer, including a visit to 
Stockholm for the delivery of an 
address on marketing research at 
the Eighth International Manage- 
ment Congress. He reported keen 
interest in discussions of all phases 
of marketing. 

While no final decision regard- 
ing’ setting up services similar to 
the Nielsen Drug Index and the 
Nielsen Food Index in other coun- 
tries has been made, studies are 
being continued and the final an- 
swer will be made known shortly. 

Some of the difficulties in the 


ee 


Self-Stik Mystik Signs 


ampaigns, designs, 
oduction, distribt 
for forty-five y 
CHICAGO SHOW 
PRINTING CO. 


26039 N Kildore-Ave Chicago 39 
‘s Spaulding 1600 * 


way of providing service, it was 
pointed out, are lack of a retail 
census of distribution in most 
countries, complexity of the retail 
trade structure, the difficulty of 
obtaining retailer cooperation and 
economic and political uncertain- 
ties. 


Cleveland Post Elects 

Robert A. Dearth, McCann- 
Erickson, has been elected com- 
mander of the Cleveland Adver- 
tising Post 53, American Legion. 


MOEWGE. FS 
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5 -Eshl hite, Inc., Harlingen, Tex., publig , Tex., will maintain a minority in- 
To Griswold- reins . |relations agency. Mr. Ven’ Cronke| terest in the new Kirksey branch 
Consider H. Willett, Inc., Louis-| nite who has become president of , office and will assist in its super- 


ville, manufacturer of golden bery] |- : P «os 
maple and wildwood cherry fur- Quality Products, Inc., La Feria, | vision. 


niture, and Distillation Products, 
Inc., Rochester, N. Y., have ap- 
pointed Griswold-Eshleman Com- 
pany, Cleveland, to handle their 
advertising, effective Jan. 1, 1948. 


ge 


4 Fi Al. } ea a. NULTIGRAPHING * ADDRESSING 
DEPE. NV. DABL E *MIMEOGRAPHING * FOLDING 


Phone SUPERIOR 3160 MAILING LISTS * MAILING 
PREMIER LETTER SERVICE 


Buys Harlingen Agency 
George Kirksey & Associates, 


Houston public relations agency, 
has purchased John Van Cronk- 


[A 


520 N. MICHIGAN AVE., CHICAGO 


iy ‘ 
a of a million or more, the average Angeleno 


HE CAN BUY MORE 
BECAUSE HE HAS MORE 


Because Los Angeles has the 


highest per capita income in any city 


has 24 per cent more to spend 

than the average Philadelphian, 16 per cent 
more than the average New Yorker 

or Detroiter, and 10 per cent more than 

the average Chicagoan. 

To make sales in this monied market 

you need the Herald-Express with its thousands 


more circulation than any other 
daily in the A.B.C. City — 
and Suburban zones. 
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Bankers’ Improved 
PR Position Cited 
at FAA Meeting 


Ayer Executive Urges 
National Campaign 
to Avoid Controls 


New Yorx—Bankers have re- 
claimed their public relations to 
the point where the menace to the 
industry comes from planners who 
would like to see it nationalized, 
not from the local level where 
people have contacts with their 
individual banks, James M. Wal- 
lace, vice-president of N. W. Ayer 
& Son, said last week. 

This was one of the highlights 
of the annual convention of the 
Financial Advertisers Association 
here. Mr. Wallace, along with 
Claude Robinson, whose organiza- 
tion made the study, discussed the 
findings of a survey by the As- 
sociation of Reserve City Bankers. 

The study showed, in Mr. Rob- 
inson’s words, that “public opin- 
ion is favorable to banks in direct 
proportion to the degree people 
use bank services,” and he coun- 
seled the FAA to build customers 
for good will. Mr. Wallace noted 
that while 63% of the polled cross- 
section were against government 
ownership of banks, a substantial 
minority, 22%, favored national- 
ization and another 15% is unde- 
cided. 


Urges National Campaign 


He urged a national advertising 
and public relations campaign to 
improve the public’s understand- 
ing and appreciation of banks, as- 
serting that “the idea of national- 
ization of banks and government 
ownership is not local, but na- 
tional; as bankers you have need 
to talk about banking to the pub- 
lic at the national level, assuming 
that local banks perform well at 
the local level.” 

Some of the high spots of the 
survey, which was based on 2,869 
interviews, incude these opinions: 

Is it all right for government to 
make loans to business and indi- 
viduals? Yes, 75%; no, 12%; un- 
decided, 13%. 

Do you feel that government 
lending to business and _indi- 


— nee 
REACH THE 


To reach Cincinnati’s 
active buyers, place your 
message in the Post. 
Read regularly by 57Z of 
all Cincinnati families. 
Write now for market 
data. 

The 


incinnati 
Post 


CINCINNATI 2, OHIO 


viduals is competing with banks? 
No, 49%; yes, 35%; undecided, 
16%. Is this lending by govern- 
ment in competition with banks 
all right? The 35% divided this 
way: yes, 18%; no, 14%; others, 
3%. 
Boosts ‘Vocation’ Listing 

James F. Bender, director of the 
National Institute for Human Re- 
lations, reported that the vocation 
of “banker” dropped to seventh 
among aims of school children 
after 1929, but has slowly worked 
its way up to third, following 
“physician” and “surgeon.” This 
rise, he said, is due to the public 
relations job done by banks. 

Dr. Bender said the greatest 
banking needs for human rela- 
tions are (1) better morale among 
lower-paid personnel; and (2) 
teaching the science of the inter- 
view to bank officials who meet 
the public. 

Some advertising highlights de- 
veloped in clinic sessions: 

Radio. Daniel W. Hogan JZJr., 
vice-president, City Nationa] Bank 


HUDDLE—Here are four speakers at the Advertising School held at the Finan- 

cial Advertisers Association convention in New York. Left to right: Sanford 

Gerard, art director, Lennen & Mitchell; George Huhen, vice-president, Ruth- 

rauff & Ryan; Walter Weir, Walter Weir, Inc., and Ben Dalgin, director of art 
and reproduction, New York Times. 


& Trust Company, Oklahoma City: 
“We have been particularly suc- 
cessful in pioneering bank-use of 
radio programs. . . We like pro- 
grams better than spots because, 


like a barber, you can build up a 


following.” The bank employs a 
trade character, a fat banker 
named Philo, and has sponsored 
Edward R. Murrow on CBS, Fred- 
eric Ziv’s “Philo Vance,” and “The 
Shadow.” 
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Newspapers. C. H. Wetterau, 
vice-president, American National 
Bank, Nashville: “Assuming the 
premise that the institutions we 
represent are so situated as to 
serve a trade area coincident with 
the circulation of the local news- 
paper and that each institution of- 
fers services that can be used by 
and are helpful to the masses, then 
common sense would lead us to 
place emphasis on newspaper ad- 
vertising for reaching our poten- 
tial market, thus securing the larg- 
est coverage per dollar of cost... 
Newspapers are a mass market 
medium and bank services have 
so developed that there is hardly 
a person in any community that is 
not a prospect for some serv- 
a 

“The bank I represent has 
placed its main dependence on 
newspaper advertising and has 
used other media in a small way 
... We would not belittle any ad- 
vertising medium, for we use most 
media to some extent. As a mass 
visual medium, newspaper adver- 
tising is of the utmost importance 


* 
What a stupendous mar- 
ket “editorial screening” 
provides for hand lotions! 

In BH&G homes, there are 
some 292,500,000 stacks 
of dishes to be washed 
every month. 
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DOUGH GALS—Attending the Financial Advertisers Association convention in 

New York were Mrs. Nancye B. Staub, Morristown Trust Co., Morristown, N. J., 

Mabel S. Blanton, First National Bank, Bound Brook, N. J., Kate Talbot, Com- 

merce Union Bank, Nashville, and — M. Smack, Mississippi Valley Trust Co., 
t+. Louis. 


in planning any well-rounded ad-| Dalgin, director of art and repro- 
vertising program for a financial | duction, New York Times: “Select 
institution.” one man at your bank to handle 

Improving Bank Copy. Ben|advertising . .. Tell each news- 


paper you deal with that you have 
assigned him to handle your ad- 
vertising detail, and would they in 
turn assign someone at the news- 
paper to work with him. . . Some 
newspapers have very helpful data 
available for your use such as 
reader information, circulation 
statistics, buying habits, income 
and purchasing power, etc. I 
wonder how many of you are 
making good use of your newspa- 
per facilities?” 

Copy. Walter Weir, Walter Weir, 
_Ine.: “Something about a bank 
|'makes me feel towards the bank 
'as I have felt since I was a child 

toward policemen, as if I’m there 
. to be grilled, to be given the third 
| degree, and then led away, never 
to see my family again. . . There 
are few occasions on which an in- 
dividual makes use of a bank that 
are not either potentially or actu- 
ally embarrassing to him, for 
banking has to do with his 
finances—a subject more jealously 
guarded by the average individual 
than even how he conducts himself 
in his bedroom . . . what I have 


4 


CROSS-COUNTRY — Here are J. C. 

Nelson, Royal Bank of Canada,’ Mon- 

treal, and J. Lewell Lafferty, Fort 

Worth National Bank, chatting at the 

Financial Advertisers Association con- 
vention in New York. 


seen of banks and bank advertis- 
ing scares the hell out of me when 
I think of repairing to my bank 
for advice or assistance. I know 
it’s available, but for some reason 
I feel the experience involved in 


w to make sure 


the best ones do nol Gel aay 


This young couple is standing on a screen. 


That screen is a symbol — a symbol of what 
a good magazine should do. 


It should do a job of screening readers — 
because readers are a market. 


And the way to make sure that the best pros- 
pects in a market do not get away is to know 
how the screening job was done by any maga- 
zine that goes on your list. 


Better Homes & Gardens concentrates on 
families. 


It concentrates on the better families—people 
_ interested in better living in better homes. 


It screens its readership by sticking 100% to 
service information — the kind of editorial 


content that people need and want for better 


living in better homes. 


And how well has our screening succeeded? 


First —it has built a circulation that tops 


3,000,000. 


Second — it has attracted families who pay 
more for their homes, have more rooms per 
person, more new refrigerators, more prompt 
repairs — more of everything that makes a 
better home — than even their neighbors in 
the same block. 


Three million circulation — to such families 
as these — is too good to pass up. 


Get the whole story of “editorial screening” 
from your BH&G representative. 


Mibthiies lit Struce Magali 


getting it is going to be painful.” 

Mr. Weir suggested that banks 
might well use pictures of their 
employes to personalize their 
services, use pictures of their cus- 
tomers, aim their copy (mail order 
style) to the segment of readers 
which can use the service they 
offer. . 


To Gray & Rogers 

E. W. Twitchell, Inc., Philadel- 
phia, maker of paper products, 
has appointed Gray & Rogers, 
Philadelphia, as its public rela- 
tions and publicity counsel. 


(Advertisement) 
The “Horizontal 


Man” of the 
Business Market 


by Newman F. McEvoy, 
Newell-Emmett Co. 


My point is simply that you can 
miss a lot of prospects in the busi- 
ness market if you use only ver- 
tical papers. So, with apologies 
wherever due, I’d like you to con- 
sider the “horizontal” side which 
every business man has. ; 

I give you my friend Bill as a 
specific example. Bill is a small 
manufacturer in a small city. He 
makes the balls which go into ball 
bearings. ‘ 

Bill has his vertical side, of 
course. He reads Mill & Factory 
as regularly as he brushes his 
teeth. Also, a trade association 
paper. 

But, beyond this, Bill finds he 
must read Nation’s Business to 
keep up with the general picture 
of business. (It could just as well 
be any other general business 
paper to make my point.) 

Bill has a lot of friends in all 
kinds of business. They talk busi- 
ness problems as naturally as 
women gossip in the line at the 
Safeway Store. Most of the men, 
like Bill, seem very well informed 
on products and services entirely 
outside their own daily work— 
everything from office equipment 
to labor relations. ; 

One of the reasons men look to 
Bill, he says, is actually for the 
information he collects from Na- 
tion’s Business. 

There you have my idea of the 
horizontal life which Bill leads, 
in addition to his vertical life at 
the office. 

If you want Bill to talk about 
your product or service in his 
business community, then you 
have to advertise in a horizontal 
paper. This is a plus value which 
may be worth more than all the 
direct prospects which you can 
reach through horizontal papers. 

Remember that guys like Bill 
are the spark plugs for 3,726,000 
businesses in several thousand 
business communities ... and 
their horizontal lives play a big 
part in the making of many bil- 
lions of dollars of business market 
purchases. 

So, plan your business campaign 
to reach Bill vertically and hori- 
zontally ... to reach as many 
community leaders like Bill as 
your budget will allow. 


This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of 
America. 

Four leading general business 
magazines offer you in 1948 a 
combined circulation of over 
1,310,000 executive subscribers. 
The combined rate for a black and 
white page in all four papers is 
only about $9,725—for 1,310,000 
pages a month, over 15 million 
pages a year! 

Net Paid Circulation B&W Page 
Nation’s Business. ..600,000 $3,000 
United States News.300,000 2,400 
PE &:4.5 4: Seura done 235,000 2,750 
Business Week..... 175,000 1,575 

We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
ton, D. C. 


(Advertisement) 
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Lance Builds New Plant 


Lance, Inc., Charlotte, N. C., has 
begun construction of a new plant 
in Greenville, Tex., for the manu- 
facture and packaging of Lance 
peanut butter, peanut butter sand- 
wiches and salted peanuts. The 
Lance branch office in Dallas will 
move to Greenville after comple- 


tion of the new building, about 
Dec. 1. 


Publicity Men Elect 


Fred G. Heuchling, director of 
public information service, Chi- 
cago Park District, has been 
elected president of the Publicity 


Club of Chicago. 


photographic market~ 


Our brochure will give you all 


a 


THE medium covering 
the new $100,000,000 
business and industrial 


details . . . send for it today. 


nama RMI i iy 
BOLAND & BOYCE INC., PUBLISHERS > 


PHOTOGRAPHIC 
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Launch Job Drive 
for Disabled Vets 


New YorK—A city-wide cam- 
paign to obtain training jobs for 
3,100 disabled veterans was in 
full swing last week with the 
opening of Jobs for Disabled Vet- 
erans Week. 

The drive was conducted by the 


.| Jobs for Disabled Veterans Com- 


mittee, composed of executives of 
advertising agencies, magazines, 
newspapers and public relations 
firms in cooperation with the 
Sales Executives Club of New 
York. The club urged its mem- 
bers to supply salesmen as vol- 
unteer canvassers. 

Plans called for 500 volunteers 
to contact employers daily during 
the campaign week to get signed 
pledges providing training jobs 
for the disabled G.I.s. Newspaper 
advertisements developed by sev- 
eral volunteer agencies were spon- 


| sored by local advertisers through- 


out the week, and radio stations 
featured interviews, special pro- 


grams and spot announcements. 

Jack Denove, assistant to the 
president of Batten, Barton, Dur- 
stine & Osborn, is chairman of 
the committee and Thomas A. 
Buck, director of Advertising Unit, 
City College of New York, is as- 
sociate chairman. 


Lupton Joins AAAN 

John Mather Lupton Company, 
New York, has joined Affiliated 
Advertising Agencies Network, 
becoming the network’s exclusive 
correspondent agency for metro- 
politan New York. 


Fernald Transferred 


Dana Fernald has been trans- 
ferred from the sales promotion 
department to the advertising 
sales department of Farm Journal. 
He will make his headquarters in 
Cleveland. 


WOTW Appoints Knight 

Carter S. Knight has been ap- 
pointed commercial manager of 
WOTW, new radio station in 
Nashua, N. H. 


As local as Mrs. Murphy next door 


. Murphy has a keen ear, and a 

sharper tongue. There’s nothing she 
likes better than to exchange neighborhood 
mews over the back fence. Some folks say 
she’s “nosey”, and “should mind her own 
business”... but they are the first ones to 
come a-running when Mrs. Murphy rests her 
elbows on the fence and prepares to give out 
with the latest local news round-up. 


Mrs. Murphy and her audience are simply 
displaying an interest in the local scene that 
is inherent in all of us. People all over the 
country are buying John Gunther’s new book 
“Inside U.S. A.”, turning first to read the 
chapter that deals with their own home state. 


It’s just human nature for people to be inter- 
ested most in persons, places and events that 
are closest to them. 


Week after week, the Locally Edited Gravure 
Magazines present in pictures and in stories 


things that are going on right in the reader’s 
own hometown. That's what makes reading 
their own Locally Edited Gravure Magazine 
a pleasant habit for over 1,650,000 subscriber- 
families. And it makes advertising in the 
Locally Edited Magazines a profitable habit 
for a growing list of national advertisers. 


All eight publications are printed in Stand- 
ard Gravure’s modern rotogravure plant at 
Louisville, insuring uniform, top-quality re- 
production in monotone, duotone or full- 
color gravure. All are available individually 
or as a convenient package—with one order, 
one set of positives, one invoice. 


To order, just write the Locally Edited Group, 
Louisville 2, Ky.—or contact any of the fol- 
lowing Representatives: Branham Co., Jann 
& Kelley, John Budd Co., Kelly-Smith Co., 
O’Mara & Ormsbee, Sawyer-Ferguson-Walker 
Company. 


Locally Edited Gravure Magazines 


FEATURING THE LOCAL. TOUCH FOR HIGHEST READER INTEREST 
FOR GREATER ADVERTISING VALUE 


San Antonio Express 
Louisville Courier-Journal 
Columbus Dispatch 


Atlanta Journal 


The Indianapolis Star* 
The Nashville Tennessean 
Houston Chronicle 


New Orleans Times-Picayune-States 


*First issue Jan. 4, 1948 


TOTAL CIRCULATION: OVER 


1,650,000 COPIES EVERY WEEK 
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Chicago Community 


Fund Uses Spots, 
Dramatic Shows 


Cuicaco—As Community Chest 
drives opened throughout the U. S. 
last week, radio audiences in most 
cities were treated to numerous 
interviews with leading citizens, 
to live programs featuring social- 
conscious entertainers and to tran- 
scribed talks by Bob Hope, Bing 
Crosby, Henry Morgan, Frank 
Morgan and others. 

Here, however, the Community 
Fund of Chicago began with some- 
thing new—a raft of singing com- 
mercials and a determination to 
“try commercializing something 
never commercialized before.” 

Besides the special commercials, 
the fund—which represents 192 
local’ welfare organizations and is 
analogous to “chests” in other 
cities—kicked off the annual drive 
with separate half-hour programs 
on each of the four network sta- 
tions. These, in dramatic and 
documentary form, were written 
by professional radio writers for 
use by the stations at hours best 
fitted to their schedules. 

The spots, written by Jack 
Wonnell, include 19 jingles and 
10 featuring a “Johnny Red 
Feather” personality, and range 
from 15 to 40 seconds. All will be 
used on Chicago’s 18 radio sta- 
tions. 


Plan Permanent Program 


Additionally, Foote, Cone & 
Belding and Schwimmer & Scott 
have written some announcements 
and prepared an elaborate kit on 
the radio program for agencies 
and stations. 

Stuart Dawson, FC&B’s radio di- 
rector here and chairman of the 
Community Fund radio committee, 
pointed out that the change to a 
professional or commercial ap- 
proach to raise $7,700,000 came 
after several years’ attempts to 
put the technique across to fund 
leaders. The radio committee last 
month obtained funds to start the 
spot campaign, and Leon D. 
Schooler and Don Herbert were 
added as fulltime director of radio 
and script writer, respectively. 

Mr. Dawson said that quarter- 
hour programs will be transcribed 
this fall to be used throughout 
1948 to explain the importance of 
the various welfare agencies here. 
The series will be titled “Red 
Feather Theater.” Groups of 13 
quarter-hours will be sold for $250 
a show to local stations, on a 13- 
week basis. 

Mr. Dawson said he believed the 
use of spots and special dramatic 
programs on individual stations 
has not previously been attempted 
elsewhere on Community Fund 
drives. 


NR Drive Outlined 

Lewis Howe Company, Walker- 
ville, Ont., through Grant Adver- 
tising, Toronto, will release a cam- 
paign on NR tablets this fall, 
calling for newspaper, farm pub- 
lication and magazine advertising. 


Agencies Share Account 


Four Canadian agencies will 
handle the annual Canadian Red 
Cross campaign for 1948, which 
begins next March. The agencies 
are Cockfield, Brown & Co., Rus- 
sell T. Kelley Ltd., MacLaren Ad- 
vertising Company and Canadian 
Advertising Agency. 


Starts Lamp Campaign 
Canadian General Electric Com- 
pany, Toronto, will launch a win- 
ter campaign for G-E lamps, using 
outdoor, newspapers, business 
papers and magazines. MacLaren 
Advertising Company, Toronto, 


handles the account. 
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NEW KIND OF TOOTHPASTE GETS 
THEM 2270 Se TIMES BRIGHTER 


PS 
vc Tort 
LYONS nasit & 


STARTS DRIVE—This newspaper copy is 

introducing Dr. Lyons toothpaste as 

part of a $1,500,000 drive. Network 

radio and point-of-sale material also 

will push the new product (AA, 
Sept. 22). 


Ad Repetition 
Study Helps Firm 
Save $70,000 


PHILADELPHIA — The NIAA ad- 
vertising repetition study ran into 
a slight deficit, but its usefulness 
to advertisers was pointed up at 
the Eastern Industrial Advertisers’ 
session here Oct. 2. 

Westinghouse Electric Corpora- 
tion saved $70,000—more than 
three times the entire cost of the 
study itself—the Philadelphia 
NIAA chapter was told by John C. 
Spurr, research director for Mc- 
Graw-Hill Publishing Company, 
and John C. Maddox, research di- 
rector of Fuller & Smith & Ross. 

The saving was due entirely to 
reduced production costs, they re- 
ported, which were made possible 
by repeating advertisements in ac- 
cordance with findings of the 
study. Results of the “Survey of 
the Effectiveness of Repeated Ad- 
vertisements” were disclosed at 
the annual NIAA convention last 
June (AA, June 23). 


Other Questions Unsettled 


Value of the information de- 
veloped in the study, said Mr. 
Spurr, indicates what can be ac- 
complished when the industry co- 
operates. He said other questions 
for which there are, as yet, no 
adequate answers include: “Is ad- 


THE 
PRODUCERS 
OP . 065 


Know that 


HOLLYWOOD 


is a Big, 
Separate Market... 


Retail Sales Volume 


(Trading Area—1945) 


$610,257,000 


The Producers of... 

... and 345 other 

national advertisers 
Cover 


HOLLYWOOD 
with the 
HOLLYWOOD 


Citizen-News 


AND ADVERTISER 
HOLLYWOOD, CALIFORNIA 


National Representatives 
STORY, BROOKS & FINLEY, INC. 


vertising well enough read? Are 
spreads or single pages the better 
buy? Is a big insert superior to 
a campaign? Are thick issues 
read? Are advertisements which 
appear in the middle of special 
advertising sections read?” 

« In a report on the financing of 
the study, Edwin L. Andrew, sec- 
retary-treasurer, listed income at 
$17,750 (from original sponsors, 
subsequent subscribers and addi- 
tional copy sales). Expenditures, 
including actual survey costs, 
printing, mailing, etc., amounted 
to $18,272. 

The $522 deficit has been pro- 
rated among the four original 
underwriters — F&S&R, McGraw- 
Hill, Westinghouse Electric Cor- 
poration and Penton Publishing 
Company. Other sponsors had 


been promised that there would 
be no additional appeal for funds 
—and the _ steering committee 
achieved this goal. 


Buys 3 Newspapers 

James F. Hollingsworth, who 
recently resigned from Carl Byoir 
& Associates, New York, has 
formed the Dispatch Publishing 
Company, to publish three news- 
papers he has purchased. They 
are the Dispatch, Cordele, Ga.; 
Observer, Unadilla, Ga., and Crisp 
County News, Cordele. 


Appoint Ferwerda-Boone 

Ulster Cravat, Kingston, N. Y., 
neckwear manufacturer, and La 
Teena, New York, manufacturer 
of teen-age fashions, have ap- 
pointed Ferwerda- Boone, New 
York, to handle their advertising. 


Genuine photographs manufac- 
tured in quantity at little 
more than letter-press_ in 
m> any size... get full 
cS particulars from 


“PHOTO-MATIC Co 


_ 421 So. Wabash Ave. Fine Arts Bldg. CHICAGO 5, ILL. 
Phone HARrison 2770 


THIS IS THE SECOND REPORT on the OPERATING ENGINEER 


Buying Survey. 


Remember, our investigators made 844 field calls, 
asked these power engineers face to face just what 
they bought and exactly how strong a factor 


they were. 


Here, is a further breakdown of OE’s buying 
strength ... in terms of 28 specific types of equip- 
ment in 5 major classifications. 


Reprints of this ad and the first ad of this series 


are now available. 


OVER 100 ADVERTISERS took advantage of the first of 
OPERATING ENGINEER’s three “Pilot” issues this Fall 
at the special $100-per-page rate. There is still time 
to catch December! Effective January 1, 1948 the 
charter rate of $200 (page 12 times) goes into effect 
with a full year’s protection on all orders reaching 


us before that date, 


starting March 48 or before. 


BOILERS & ACCESSORIES 


% Interviewed 
Who Influence 
Type of Equipment Purchase* 


Arches, Walls & Baffles ............ 56.0 


Blowdown Systems .................... 55.0 
Boiler & Feedwater 

Conditioning. ..................0:.000 65.8 
Boilers & Furnaces ............0....... 69.8 
Fans & Blowers.................s00.00 79.0 
Refractory Brick & Cement........ 69.0 
EY 59.8 

ELECTRICAL EQUIPMENT 

Circuit Breakers ..................; ... 65.5 


NN Sac heess cbt busiztacioatsttneseetiocde 87.4 
We Ne CM pictiscsisttcceceseivcaiieans 74.7 
Fuses & Fuse Links .................... 84.7 


Switchboards & Switchgear ........ 61.6 


Electrical Meters & 
Instruments 


IO Fs, cssstsdasteiiatinccastvineeal 69.5 
CO GOD sinikitidsinnccccitenasaxd 64.0 
TI sissies iStacslcseccseadsiniicssrvidetnsl 64.8 


HEAT-EXCHANGE EQUIPMENT 


Boilers & Condenser Tubes......76.5 
Condensers & Cooling Towers 54.9 
Feed Water Heaters 
Economizers 


HEATING, VENTILATING & AIR 


CONDITIONING 
Air Filters & Purifiers ................54.5 
Comfort-heating Equipment ......50.5 
Dust & Fume Collectors ..........52.0 
Refrigeration Equipment .......... 60.6 
ee CIN i eispltidsicscssoceed 64.0 
NII 5655 fas inericieds wctaas mended 69.4 


*Includes only non-subscribers to POWER in 
the medium-sized and smaller plants, who — 
in the main — comprise the new OE audience. 


OPERATING ENGINEER 


A McGraw-Hill Publication 


330 West 


42nd Stree 
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Promotes Ellsworth 

Thomas B. Ellsworth has been 
appointed sales promotion director 
of Radio Sales, the spot broad- 
casting division of CBS. For the 


Endocreme in Canada 


of Hirestra Laboratories, 


Endocreme face cream, product 
Inc., 
New York, is being advertised for 
the first time in Canada in na-| devote full time to sales, promo- 


| Leaves St. Georges 

Victor Van der Linde has re- 
| Signed as director of radio for St. 
|Georges & Keyes, New York, to 


past two years he has been a _ ‘ional magazines and selected daily |tion and advertising of Dolcin 


writer in Columbia’s sales pres-| newspapers from coast to coast. 
Previously he | Harold Hollinrake Ltd., Toronto, he is president. Stanley J. Keyes 


entation division. 


served with Mutual. |is the Canadian distributor. 


TOP paid circulation 
and TOP PULL 

in the $500,000,000 
Radio Serviceman 


Our brochure will 


rk t give you all the 
ma e * = © details ... Send 


for it today. 


“ pep age ARMA Re pes 
C BOLAND & BOYCE INC., PUBLISHERS ) 
| SSS Se Raa 


460 Bloomfield Ave., Montclair 4, N. J. 


/Corporation, New York, of which 


'Jr., executive vice-president, will 
become radio director of the 
| agency. 

| 


f Joins Wallace Davis 
vy 


Lane, formerly with the 
Houston Press, has joined Wallace 
Davis & Co., Houston advertising 
agency, as assistant to Mrs. Lyn 
Kingswell, associate. Miss Lane 
will assist in radio production and 
copywriting, and also will be the 
“voice” for the agency’s tran- 
scribed radio material. 


Fenrich Joins Raf 


William H. Fenrich, formerly 
with McGraw-Hill Publishing 
Company, Biow Company, and 
McCann-Erickson, has joined Raf 
Advertising, New York, as ac- 


count executive. 


coverage in 


Minnesota’s 


International  §\ 


Market | 
with 


.S 


IN ROCHESTER, 


\d 
a) 
ee 


INN. 


“The triple market” 


* 
* 


* 


static-free station. 


neries in the world are located. 


coverage area. . 
local interest programs. 


INTERNATIONAL. 350,000 International visitors trom all parts of 
the world visit Rochester every year and KROC is their only 


METROPOLITAN. 34,000 able-to-buy consumers live and work in 
Rochester, where some of the largest plants, hatcheries and can- 


RURAL. 87,200 Rural consumers reside in the KROC primary 
. listen and respond to NBC’s top stars and 


Population Families Radio Homes % Radio 


Primary Coverage Area 256,453 65,272 59,030 90.0 
Secondary Coverage Area 252,557 _ 66,075 58,529 88.6 
Total Primary & Secondary 509,010 131,347 117,559 89.4 


Plus 350,000 annual International Visitors . . 


RESULT: $350,532,000 annual Retail Sales in the KROC Triple Market Area. 


EVERYONE 
DIALS TO 


Cc 


Established 1935 


NBC 


Minnesota Network 
Northwest Network 


IN ROCHESTER, MINNESOTA 


Nationally represented by the John E. Pearson Company 


Robert M. Hutchins, Chairman, 

Commission on Freedom of the 
Press, 

c/o University of Chicago, 

Chicago, Ill. 

Dear Mr. Hutchins: 

You and the members of the 

Commission on Freedom of the 
Press may find an interesting side- 
light on the state of the press of 
the United States in the issue of 
the Washington Evening Star for 
Oct. 2. 
On Page 15 of that issue, Doris 
Fleeson, sharp - tongued Star col- 
umnist, reported on the previous 
day’s initial Washington press con- 
ference of Charles Luckman, 
chairman of the new Citizens’ 
Food Committee. 

Miss Fleeson (as well as most 
other members of the Washington 
press corps) were not at all 
pleased with the interview, and 
Miss Fleeson said so in unmistak- 
able terms. Her column was 
headed, “Campaign of Slogans— 
Luckman fails to offer any plans 
for concrete food saving program.” 
Mr. Luckman, said Miss Fleeson, 
was evasive and indefinite, and 
spoke “the kind of bureaucratic 
jargon which Maury Maverick 
labeled gobblydegook. . . It pre- 
cipitated one of the most acid 
press conferences seen here lately. 
“The boy wonder of soap manu- 
facturing never seemed to grasp 
what was eating the reporters; he 
did not, however, lose his temper 
or make one of those quotable 
blunders which enliven American 
politics.” 
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A Letter From the Editor 


There was much more, in the 
same vein. If you were Mr. Luck- 
man, you would definitely not en- 
joy reading it. 

In the same issue in which the 
president of Lever Bros. Company 
was being lambasted on Page 15, 
Lifebuoy, a Lever product, was 
advertised in 1,000-line space on 
Page 19, and Lux, “another fine 
Lever product,” was advertised in 
420-line space on Page 23. 

This, of course, was happen- 
stance. But it would be interest- 
ing for your commission to see 
what occurs as a result of this 
happenstance; specifically, to see 
whether the Star feels it necessary 
to “do something” about Miss 
Fleeson’s caustic comments about 
the head of a large Star adver- 
tiser, or whether Lever Bros. 
Company feels it necessary to “do 
something” about the unpleasant 
comments on its president appear- 
ing in a paper in which it spends 
a considerable number of adver- 
tising dollars. If the Star dis- 
ciplines Miss Fleeson, or if Lever 
complains, I think that will be 
significant. 

But I will make a modest wager 
that nothing of the sort will hap- 
pen, and that even the suggestion 
that anything might happen, will 
be shocking to both the Star and 
Lever Bros. And that, I believe, 
is a highly significant indication 
of the state of the press in these 
United States. 

Sincerely, 
S. R. Bernstein. 


Names Chandlee V.P. 


Henry B. Chandlee Jr., art di- 
rector of Kilroy, Hague & Atkins, 
Inc., Charlotte, N. C., agency, has 
been named vice-president in 


Stewart Atkins, who resigned to 
join the Gazette, Gastonia, N. C. 
Charles L. C. Thomas Jr. has been 
appointed secretary of the agency. 


charge of production, succeeding’ 


Starts Watch Campaign 


National magazines and roto- 
gravure sections of both English 
and French~ weekend papers in 
Canada will carry a new series of 
advertisements for Pierce watches. 
J. J. Gibbons Ltd., Toronto, is 
handling the campaign for Gold- 
smiths’ Company of Canada, To- 
ronto, the Canadian distributor. 


from your illustrations’ ’ 


"'snap'' in his halftones. ' 


Charlie is a connoisseur of offset reproduction. 
Is always looking for ‘‘sparkle’’ and 


‘To get the most 


says Charlie, ‘‘send your 


offset work to 


THE VERITONE COMPANY 


57 W Grand Ave. ¢ Chicago 10 * Whitehall 5957 
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Flour Milling 
Industry Drops 
New Ad Campaign 


CuiIcaco—The consumer adver- 
tising portion of a $2,500,000 pro- 
gram adopted by the Millers’ Na- 
tional Federation became a peace- 
time casualty last week because 
of the food emergency in western 
Europe. 

Announcement that the national 
advertising plan has been post- 
poned indefinitely was made by 
J. C. Beaven, president of Stand- 
ard Milling Company and chair- 
man of the flour milling industry’s 
long-range program committee. 

The proposed ad campaign, pre- 
pared before the European food 
situation became critical, had been 
intended to increase sales of flour 
and baked goods by pointing up 
the nutritive values of wheat prod- 
ucts. J. Walter Thompson Com- 
pany, Chicago, had been named 
to handle the drive, which was 
slated to start this fall. 

R. E. McDonald, director of the 
industry’s long-range program, 
said that public relations and edu- 
cational phases of the plan will 
proceed with “even greater speed 
and emphasis.” The critical food 
situation, he said, “creates an ur- 
gent need and opportunity to dis- 
seminate accurate information 
about wheat, flour, bread and al- 
lied subjects.” 

The federation is setting up its 
own full-time publicity depart- 
ment to handle these activities. 

In the field of educational work, 
activities of the Wheat Flour In- 
stitute are being expanded. Ad- 
vertising is appearing in home 
economics publications, and new 
material is being sent out for use 
in grade schools and by home 
economics classes, extension 
groups and utility companies. 


STOP BREAD WASTE, 
PARKWAY ADS URGE 

PHILADELPHIA—tThe nation 
doesn’t need to eat less bread, 
“but ‘waste less,” Parkway Baking 
Company insisted last week in a 
large-space advertisement in 
newspapers here. 

The special copy plays up the 
exclusive feature of the Twin- 
Pack loaf, a method of packaging 


FLY FISHING or 
SALES HUNTING? 


IF you want the addresses of 300 
fly fishing enthusiasts in the Great 
Lakes region—or 10,000,000 
former service men across the 
country, DUNHILL List Co. will 
COMPILE the names for you, or 
supply them from one of the most 
complete libraries of selective 
lists in existence. 


@ Foreign Lists 

®@ National Lists 

®@ Neighborhood Lists 
© Industrial Lists 

@ Banking & Finance 
@ Professional Lists 

@ Housewives 

® Known Donors 

@ Merchants 

@ Teachers & Students 
@ Religious Lists 

® Associations & Clubs 
@ Ex-Service Men 

@ Anything 


REMEMBER you haven't BEGUN 
to open up your list possibilities 
until you've talked to DUNHILL! 


“DUNHILL LIST CO., INC. 


565 FIFTH AVENUE 
NEW YORK 17, N. Y¥ 


whereby the loaf is divided and 
each half separately wrapped. 
This feature, Parkway Baking 
emphasizes, “eliminates stale bread 
waste.” 

The message, signed by G. 
Leonard Conly, president, pre- 
dicts that the nation will cooperate 
with President Truman’s plan to 
conserve food, adding that “Amer- 
icans aren’t selfish—we’re waste- 
ful.” 


Appoints Harrison 

Eric F. Harrison, secretary of 
the brokers division of the Chi- 
cago Real Estate Board, has been 
appointed circulation manager of 
Real Estate News, Chicago, which 
has moved to new quarters in the 
Chicago Real Estate Board build- 
ing. 


Dishamatic Appoints 

Lake State Products, Inc., has 
appointed Hicks- & Greist, New 
York, to handle advertising for the 
Dishamatic electric dishwasher. 
Campaign plans will be announced 
soon. 


Dennis Joins Federal 


Seth Dennis, formerly with 
American Broadcasting Company 
and before that an account execu- 
tive with Batten, Barton, Durstine 
& Osborn, has joined Federal Ad- 
vertising Agency, New York. 


Opens Detroit Office 


Transportation Supply News, 
Chicago, has opened a Detroit of- 
fice in the Penobscot building, 
with Charles J. Sheppard as office 
manager. 


Sam R. MEMES « ~~” cpt ler 
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MEMBER—WESTERN ASSOCIATED FARM PAPERS 


Dah 


| prea AGE editorially covers and integrates all 


eight basic phases of distribution; Transportation, Han- 


dling, Packing and Packaging, Finance, Insurance, Ware- 


housing, Marketing and Service and Maintenance. DA impartially 
probes into and reports on all policies, practices and methods that 
do, or will, affect further economies in distribution. DA is written 
by businessmen, distinguished in their respective fields, present- 


ing to other businessmen the results of their practical applications, 
rather than theories, in hard-hitting, fact-finding articles that have 
one purpose in mind . . . more economical distribution. 

It is this broad yet concise editorial that is respected by our 
38,995* purchasing-executive readers interested in and respon- 
sible for effecting further distribution economies. 


do YOU serve? 


THE MAGAZINE THAT 
100 EAST 42nd STREET 
REPRESENTATIVES IN LOS ANGELES, CAL. 

CHICAGO, ILL. © PHILADELPHIA, PA. © CLEVELAND, O. 


The top-flight readership of DA provides the support that 
advertisers expect. The concentrated circulation of DA makes 
it unnecessary for advertisers to use several media to reach the 
top markets requiring distribution services and equipment. DA 
covers all phases of the “pie” of distribution ... which portion 


* Latest survey indicates 2.73 readers per copy. 


HIGHLIGHTS FROM THE 
NOVEMBER ISSUE OF 


a 


INDUSTRIAL TRAFFIC MANAGEMENT 
. . . Staff correspondents and leading 
traffic managers in industry will discuss 
present day industrial traffic management, 
which functions at every stage of distribu- 
tion to control overall costs . . . Traffic 
management in progressive organizations, 
as our authors point out, is not thought 
of as a separate or isolated activity but 
as one which performs under centralized 
control in close cooperation with other 
related distributive activities, including 
transportation, handling, packing and 
pectegiog, finance and insurance, ware- 
ousing, marketing and service and main- 
tenance .:. DA for November will feature 
many practical and suggestive articles. 


TRANSPORTATION OF PERISHABLES... 
Each year 400,000 carloads of fresh fruits 
and vegetables are shipped by rail from 
California and Arizona to more than 600 
markets in the United States and Canada 

.» R. C. Neill, traffic manager, California 
Fruit Growers Exchange, will discuss this 
major transportatian problem in relation 
to marketing. 


BETTER RAIL TRANSPORTATION .. . 
F. G. Gurley, president, The Atchison, 
Topeka and Santa Fe Railway System, will 
discuss what his road is doing to meet 
some of the basic physical requirements 
for better rail transportation. 


MORE ABOUT THE COOPERATIVES . 

D. B. Chase, L. K. Lasser & Company, will 
continue his discussion of the tax-free 
cooperatives who number more than 
800,000 organizations with an income of 
five billion dollars. 


DISTRIBUTION AGE 


INTEGRATES ALL PHASES O 
NEW YORK 17, N. Y. - 


¢ SAN FRANCISCO, CAL. 


A CHILTON ) PUBLICATION 


DISTRIBUTION 
Telephone: MUrray Hill 5-8600 
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Rasmussen On Own 


James H. Rasmussen has re- 
signed as vice-president of United 
Wallpaper, Inc., Chicago, to enter 
his own business as manufactur- 
ers’ sales representative and mar- 
ket consultant under the name of 
J. H. Rasmussen & Co. The new 
company will be located in the 
Merchandise Mart, Chicago, on or 
about Oct. 15. 


Lux Theater Tops 
‘Pulse’ Listing 


NEw YorK—Lux Radio Theater 
—leader in current Hooperatings 
—also topped the September re- 
port of Pulse, Inc., with a rating 
of 16. 

Second 


in this survey, which 


WIN THE HEART OF THE CONFECTIONERY 
FIELD WITH ITS | ACE | PUBLICATION 


(CANDY [INDUSTRY 


More Manufacturers—representing greater 
buying power — read CANDY INDUSTRY 


than any other publication 
FIRST In Advertising Volume {7 x 10 Units) 


FIRST In Industry Preference (4-to-1 by actual survey) 
The Newspaper 


‘mm Canby [InpustRY: 


Don Gussow — Publisher & Editor «+ 33 West 42nd 


Other Don Gussow Publications: Bottling Industry, Tobacco Record 


St., New York City 


|covers New York only, is “Break 
the Bank,” sponsored by Bristol- 
Myers over ABC. 
| Others among the top ten eve- 
/ning shows are: 


[ WeMeeOr PRIMOMOALD 5... ...c0-hee 14.0 
meme cc er claws. It... wc i cee 13.7 
|e. District Attorney.......<<+- 13.7 
oe eS Ry re 11.3 
ep RS Bs 11.0 
NE ER Saco cs. sc ss cee dene a 10.7 
I PO, 8 sk ks cowie san 10.7 
SOG T SONNEI Fo oa kgs ees ss epee ae 10.3 
gt A ee re go ae 10.3 


Average sets-in-use (21.4) wer 
up slightly over August (21.2), 
but down from September of last 
year (22.6). 


Forms Display Division 

Syracuse Ornamental Company, 
Syracuse, N. Y., has formed a new 
Syrocowood display division to 
handle the design, development 
and sale of Syrocowood displays 
and sculptured molded reproduc- 
tions used in combination with 
packaging and advertising dis- 
plays made of various materials. 
The division’s main office will be 
located at 225 Fifth Ave., New 
York, with a branch office in Chi- 
cago. 


MONSEN-CHICAGO 
provides a Type Manual 


that eliminates ALL guesswork 


@ Clear, 


272 2a87T 


concise presentation of type 


inakes it easy to select face best 


suited to your job. 
© Convenient scale at top of each page 
helps you figure type sizes. 


tunity for flexibility in ad planning. 


can be entitled to this valuable manual. 
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e More than 500 type styles give oppor- 


e Write today! Learn how every adman 
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Monsen-Los Angeles * 928 SOUTH FIGUEROA STREET 
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SAVES LIVES—This full-color poster is typical of the traffic safety series under- 
taken by the Outdoor Advertising Association of America, in cooperation with 
the National Safety Council. 


Insurance Firms 
Support Outdoor 
Ad Safety Claim 


CuHicaco—D espite established 
and irrefutable evidence that out- 
door advertising is a most effec- 
tive instrument in reducing street 
and highway accidents, says the 
Outdoor Advertising Association of 
America in a booklet just issued, 
“Certain individuals now make 
the claim that outdoor advertising 
is a menace to traffic safety.” 

The association, after reviewing 
the long continued cooperative 
advertising campaign which has 
been directed at increasing traffic 
safety through posters erected in 
many parts of the country, calls 
attention to the record of the in- 
surance companies that outdoor 
advertising structures are not a 
traffic hazard. 

The Travelers Insurance Com- 
pany, after noting that it was one 
of the first commercial organiza- 
tions to conduct a campaign in an 
attempt to arouse public opinion 
to the needlessness of most auto- 
mobile accidents, added, ‘Neither 
in the accident reports which we 
obtain from the various states nor 
in our own claim files do we find 
any cases where accidents were 
actually caused because signboards 
or poster panels blocked the view 
of the road or distracted the at- 
tention of motorists.” 

The Continental Casualty Com- 
pany, Chicago, said, “We have dis- 
cussed the question with our su- 
pervisors and they can recall no 
instances wherein the approximate 
cause of an accident arose out of 


the blocking of the view or dis- 
tracting the attention of a motorist 
as a result of signboards or ad- 
vertising structures.” 

Similar expressions were made 
by the Hartford Accident and In- 
demnity Company and the Penn- 
sylvania Manufacturers Associa- 
tion Casualty Company. 


Helping in Campaign 

Traffic safety officials in most 
states are cooperating with the 
Outdoor Advertising Association 
of America and its affiliated or- 
ganizations in promoting a cam- 
paign approved by the National 
Safety Council, which is intended 
to educate the public to a con- 
sciousness of traffic hazards and 
the need for safety measures. 
Lauré B. Lussier, registrar of 
motor vehicles of Rhode Island, 
described this campaign as largely 
responsible for the state winning 
the highest award for traffic safety 
in 1939. Other state highway and 
traffic officials have approved the 
campaign enthusiastically. 

Among the governing policies 
of the association, quoted in the 
booklet, is one requiring that 
members operating outdoor adver- 
tising plants erect and maintain 
advertising structures only ‘con- 
sistent with established principles 
of safety, as defined by traffic and 
engineering authorities.” 

Copies of the booklet, entitled 
“Outdoor Advertising and Traffic 
Safety,” are available on request 
to the Outdoor Advertising Asso- 
ciation of America, 25 E. Wash- 
ington St., Chicago. 


WFIL in New York 


Station WFIL, Philadelphia, 
ABC affiliate, has opened a sales 
office at 11 W. 42nd St., New York, 
under the supervision of John E. 
Surrick, sales manager. 


INDUSTRIAL EQUIPMENT NEWS e 
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461 Eighth Avenue 
Boston—Chicago—Cleveland—Detroit 


ONLY $95 TO $102 A MONTH TO PLACE A 
FACTUAL ADVERTISEMENT FOR AN INDUSTRIAL 
PRODUCT IN INDUSTRIAL EQUIPMENT NEWS ... 
THE SPOT WHERE MORE THAN 52,000 SELECTED 
BUYERS AND SPECIFIERS FOR THE LARGER PLANTS 
IN ALL INDUSTRIES REGULARLY LOOK FOR THEIR 
CURRENT REQUIREMENTS. 


DETAILS? ASK FOR "THE IEN PLAN" 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


New York 1, N. Y. 
Los Angeles—Philadelphia—Pittsburgh 
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“Wall St. Journal’ 


Plans Southwest 
Edition in Dallas 


New YorK—By next March, the 
Wall Street Journal hopes to have 
a second regional edition coming 
off presses in a new Dallas plant 
it will build. 

The fast-growing Journal, pub- 
lished by Dow, Jones & Co., has 
had a Pacific Coast edition since 
October, 1929, which will set the 
pattern for the new southwestern 
edition. The two regional editions 
are five-day-a-week business 
newspapers, while the parent edi- 
tion here is published six times a 
week. 

Offices in Dallas will include 11,- 
000 square feet of floor space in a 
new plant housing a press, type- 
setting machines: and all depart- 
ments. The staff will include 10 
to 12 in the editorial bureau and 
15 others in advertising, circula- 
tion and business departments. 

Establishment of the Dallas 
plant and southwestern edition 
will permit the Journal to make 
day-of-publication deliveries in a 
400-mile radius. At present, copies 
in the Southwest are delivered 
two to three days after printing. 
Deliveries in other areas have 
been so speeded that 72% of all 
Journal subscribers now get copies 
the same day as published. Air 
deliveries also will be made from 
Dallas to some larger cities out- 
side the 400-mile radius. 

Robert M. Feemster, assistant 
general manager, said Dallas was 
selected as the publication center 
because surveys show it provides 
the best distribution potential for 
the whole Southwest. 


Offers Business Study 


Metropolitan Life Insurance 
Company, 1 Madison St., New 
York, has compiled a study of the 
organization plans of 27 repre- 
sentative companies in a report 
entitled “Business Organization.” 
The report gives information on 
the general principles and patterns 
of business organization. 


CBS Boosts Abelow 


Sam Abelow, for two years a 
member of the CBS program pro- 
motion department, has been ap- 
pointed assistant to the chief of the 
CBS documentary unit. He will aid 
Robert Heller, head of the unit 
since it was set up in 1946. 


ONLY 
EMPIRE 
NEON 
GIVES 
YOU 


One service 
One invoice 
One check. 


From a skeleton to a spec- 
tacular in quantity. 


Designed, manufactured, 
installed, maintained in any 
city, town, or state. 


Tell us your neon problems 
and we will solve them. 


For further information contact 


EMPIRE NEON 


INCORPORATED 


General Offices: Savannah, Georgia 


| 


Plugs Vacuum Cleaner 


Daily newspapers in Ontario are 
carrying half-page, 1,000-line and 
800-line copy for Kirby vacuum 
cleaner, distributed by Lawson & 
How Company, Toronto. Alford R. 
Poyntz Advertising, Toronto, is the 
agency. 


Elects Malcolm 


Frank E. Malcolm has_ been 
elected president of the Canadian 
Shredded Wheat Company, To- 
ronto, succeeding Alex A. Fraser, 
who has retired. Mr. Malcolm has 
been associated with the company 
for more than 25 years. 


1947 catch of salmon, marketed 
under the Sunflower, Tiger and 
Cute brands. J. J. Gibbons Ltd. 
handles the account. 


Boosts Harrington 


of advertising of Du Pont yarns 
made by the viscose rayon process, 
has been named manager of the 
newly formed advertising section 
of the rayon department of E. I. 
Du Pont de Nemours & Co. He 
| will continue to have his head- 
quarters in New York. 


Joins Perkins-Goodwin 


Todd Plans Drive 


J. H. Todd & Sons Ltd., Vic- 
toria, B. C., will use newspapers 
throughout Canada to promote its 


Edward McSweeney, publishers’ 
/counsel for the past 15 years; has 
' closed his New York office to join 
| Perkins-Goodwin, New York, pulp 
'and paper manufacturer, as treas- 
urer. 


Edward C. Harrington, in charge | 


! 


Youll Struke 
Pay Dirt--- 


When your Sales message appears in MILK 
PLANT MONTHLY you are using the most 
potent media for reaching “‘Pay Dirt” in 
the richest Industrial Gold Field yet dis- 
covered. Write today for detailed market 
data pertaining to your product or service. 
ABC Audited Since 1929 


x -— Sa 
Milk Plant Monthly 


327 SOUTH LA SALLE STREET, CHICAGO 4 


WaAT IS ABP?..1i 


REPORTS 10: 


advertisers, agencies, its members and member-prospects 


You'll see a lot of the ABP symbol this month—as individual members tell what it 
means to their readers and advertisers. We'd like to tell you a little about ABP itself. 


is an asso- 


is an ABP affiliate, which convenes 


WHO PAYS FOR ABP7?.. 


ciation, now in its thirty-first year, 
whose membership includes 129 pub- 
lications serving 59 fields of business 
and industry. 


WHO BENEFITS FROM ABP7.. 


The publications themselves, of course. 
But unlike many trade associations 
which operate primarily for the benefit 
of their own members, ABP is equally 
devoted to the interests of subscribers 
and advertisers, who are, in a very 
real sense, members of the family. 


HOW DOES ABP BENEFIT 
THE READER?.. 


First plank in ABP’s platform is to 
help its member editors maintain the 
highest standards of editorial integrity 
and reader helpfulness. The National 


Conference of Business Paper Editors 


in Washington and other major cities 
with top officials in business and gov- 
ernment. Through these conferences, 
ABP editors bring to their readers 
much counsel which is of vital impor- 
tance to their business—and seldom 
available from any other source. 


HOW DOES ABP BENEFIT 
THE ADVERTISER?.. 


In its own extensive promotion, ABP 
has pursued one objective: to help the 
advertiser get the maximum return 
from his investment in business paper 
space. The “Tell-All” philosophy, the 
annual ABP Advertising Awards, books 
such as “Hit The Road” (still in wide 
demand) and numerous pamphlets— 
all are calculated to help the advertiser, 
and his agency, make more effective 
use of business paper space. 


Each member publication is assessed 
according to its annual advertising 
volume. ABP, in return, provides its 
members with numerous services; for 
example, cost analysis reports which, 
in themselves, are regarded by many 
publishers as well worth the price of 
membership. (And which benefit the 
advertiser and the subscriber who ullti- 
mately share in the economies of good 


publishing practice.) . 
WHO MAY JOIN ABP?.. 


ABP standards and code of ethics are 
simple, but uncompromising. Among 
the 1800 business publications, only 
a small number are eligible for ABP 
membership. To these, ABP extends a 
cordial invitation to join in carrying 
on the work of the Association—for 
the benefit of reader, advertiser and 
publisher. 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 
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IN LOS ANGELES 


SAAN 


can 
if yc 
Har’ 


LEAPING ahead of Philadelphia and Detroit, Los Angeles 

is now America’s third most populated city. It has long 

been the country’s third richest market. And keeping 

pace with this remarkable growth is the Los Angeles Times 
whose circulation has skyrocketed more than 80% since 

1941. To reach and sell the money-heavy people of 


this area, use the Times—now delivered to more homes 


than any newspaper on the West Coast. 


NOTE: Due to the newsprint shortage and our primary obligation to supply way 
a complete summary of news to our readers—we continue to ration advertising space. 


& 
LOS ANGELES 


CIRCULATION—Publisher’s statement for six months 
ending March 31, 1947: Daily, 412,606; Sunday, 759,045. 


Represented by Williams, Lawrence & Cresmer A 
New York, Chicago, Detroit and San Francisco 
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lhe Creative Uan> Corner 


To coin a phrase, there’s nothing new 
under the sun. Just a few years ago, 
Calox tooth powder was promising you 
teeth that shine like the stars’. Now you 


their blue serge suits. And probably 
with a whale of a sight more credibility. 
When will advertisers of beauty prepara- 
tions learn to be as practical in the pres- 


Merle Oberon discovers 
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can have hair that shines like the stars’ 
if you use Drene. Next thing you know, 
Hart Shaffner & Marx will be using it for 
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entation of their products as the beauty 
editors of the magazines in which they 
appear? 


You Ought to Know e « eRobert A. Whitney 


“Our dog food,’ young Robert Avery 
Whitney told the grocery chain buyer, “is 
fit for human consumption.” 

“Yeah?” said the buyer. 
you eat it.” 


“Let’s see 


Whitney opened a 
can, shoved a big 
handful of red-gooey- 
ness into his mouth, 
and gulped it down. 

The buyer turned to 
a competitive dog food 
salesman: ‘Now let’s 
see you eat yours.” 

“Nothing doing!” he 
replied. “Let Whitney 
have the order.” 

In his nearly 35 
years, the new execu- 
tive director of the National Federation 
of Sales Executives has found a lot of 
ways to get things sold. In the decade 
since he left Wilson & Co., meat packer, 
he has sold space for Simplicity Pattern 
Company’s 8,000,000-circulation Prevue, 
directed advertising and sales promotion 
for Corning Glass Works, handled the 
Controlled Materials priorities plan for 
the War Production Board, served for 
three years as sales promotion director 
of McGraw-Hill Publishing Company, 
and at the same time worked out the 
first advertising plan for the sale of sur- 
plus war property. 

A year or so ago Bill Benton asked 


Robert A. Whitney 


Whitney to start a trade book depart- 
ment for Encyclopedia Britannica, Inc., 
which had not previously sold through 
stores, and gave him two years to get it 
going. Within six months Whitney pro- 
duced for them a new type of children’s 
book. In a year when more than 5,000,- 
000 books were being returned unsold to 
publishers, the Britannica sold 650,000 of 
these, at 50 cents each. 

Among other things, Whitney reversed 
the accepted method of getting a story 
and then having pictures done to fit. He 
got unusual shots of animals in action, 
and then had stories written around 
them. 

He was commuting every week or so 
by air between his home in Pelham 
Manor, New York, and the Britannica in 
Chicago, with some longer jaunts be- 
tween. There wasn’t too much time to 
indulge in his hobbies of playing golf and 
growing orchids, nor to see his wife and 
two daughters. And there were other 
duties—such as that of being the young- 
est trustee in the 150 years of Hobart 
College, in upstate New York. But he 
thrived on it. 

And yet when, last spring, Gene Flack 
of Sunshine Biscuits, Inc., in line for 
election as president of National Federa- 
tion of Sales Executives, really started to 
throw his 250-pound weight around to 
persuade him to become executive head 
of NFSE, Bob found himself sold. He 


took this job at about half of his Britan- 
nica income, moved the _ federation’s 
headquarters from St. Louis to New York 
and (AA, Oct. 6) began to carry out a 
vigorous program of its officers, directors 
and members to emphasize the impor- 
tance of selling in the economy. 

Bob Whitney is working to coordinate 
selling more closely with all phases of 
distribution, including advertising and 
sales promotion. He thinks distribution 
is broken down into too many special- 
ties and too few executives see the dis- 
tribution problem whole. Ultimately he 
may wind up as a “distribution counsel.” 
Meanwhile, he’s working for better and 
broader training of business executives. 

Born in Buffalo on Nov. 7, 1912, Bob 
wanted to become a chemical engineer 
like his father. His first course taught 
him that he wasn’t cut out for it. That 
was at Tower Hill near Wilmington, Del., 
a progressive prep school run by the Du 
Ponts, where he progressed mostly in 
mathematics and athletics. His fullback 
experience (he also played baseball and 
basketball) deprived him of several 
teeth, injured his knee and rather ruined 
his nose. 

For a year after graduating from 
Tower Hill he studied German language 
and science at the University of Berlin. 
His father had contracted to build chem- 
ical plants in-Russia, where his family 
lived for four years, and Bob joined 
them for six months in Moscow. He 
brought back to the U. S. some strange 
memories of one Adolf Hitler as a spell- 
binder and of Russian production and 
sales “efficiency.” 

Once he flew the 995 miles between 
Moscow and Berlin for about $2. Buy- 


ing four kilos of sugar in a “valuta” 


store for $2.50, U.S.A., he sold it on the 
“thieves’ market” for 150 rubles. The 
plane ticket was 120 rubles. 

Returning to America he entered Ho- 
bart, where he majored in economics 
(and football) and received a B.S. degree 
in three years, just missing Phi Beta 
Kappa. In odd moments he invented a 
device for cutting Swiss cheese, which 
was sold around the country. 

Then he joined Wilson, and soon was 
selling more Ideal dog food than any 
other man in Connecticut. Among other 
things he sent local dog owners a card 
offering them a can free at their grocers, 
and then gave each grocer a list of dog 
owners in his area. He was offered the 
managership of Wilson’s Asbury Park, 
N. J., area, but turned it down. 

For six months Bob gave more scope 
to his mathematical bent as an assistant 
statistician with the Wall Street firm of 
Francis I. Du Pont & Co. He learned the 
reasons why businesses tick. Still, he 
found the job dull. Besides, 1937 was a 
time of economic “recession.” 

He asked a friend, George Wasey of 
Erwin, Wasey & Co. (who had been cheer 
leader at Hobart when Whitney was 
romping down the field) to suggest five 
prospects. One of them was Harry 
Singer, manager of Prevue. 

For two years Bob peddled Prevue 
space—until he made a presentation for 
Prevue to Corning Glass. Corning of- 
fered him a job as sales promotion man- 
ager. Bob wasn’t sure what an s.p.m. 
did for a living. Before he accepted the 
offer to go up to Corning, N. Y., he went 
to Macy’s and bought a book about it. 

Within three months, he was placed in 
charge of all advertising, as well as sales 
promotion, of Pyrex ware. The company 
was spending only $250,000 a year for ad- 
vertising and displays. Bob asked the 
v.p. for sales to boost this figure to $1,- 
000,000, and nearly got fired for it. 
(Three years later, after Bob had left, 
this same v.p. did approve a $1,000,000 
budget. ) 

Bob was a traveling advertising man- 
ager. He got jobber salesmen to carry 
Pyrex broadsides and reproductions of 
national ads. He gave them detailed 
breakdowns of the circulation of national 


advertising in their areas. Before long, 
40,000 retailers were using Pyrex displays 
and featuring Pyrex in their own adver- 
tising. He sold department stores on pro- 
moting and merchandising this nationally 
advertised product. And all along the line 
he helped enforce Fair Trade. 

In March, 1942, Bob made a chart 
presentation before the Sales Executives 
Club of New York in which he empha- 
sized the steps needed to coordinate sell- 
ing, display and advertising. 

Turned down by both the Army and 
Navy because of his knees, he tackled his 
hardest job, selling manufacturers all 
over the country on the Controlled Ma- 
terials plan for the WPB. When WPB 
started to reduce its efforts along this 
line, in 1944, he went back to New York, 
as sales promotion manager of McGraw- 
Hill. 

Each McGraw-Hill publication is well 
promoted in its own field. Bob had the 
task of promoting McGraw-Hill as a 
whole and the services of all of them. He 
conceived and started a publication called 
“The Pulse Beat of Industry,’ which has 
been requested by many thousands of 
business executives. He coined the slo- 
gan, ‘Headquarters for Industrial Infor- 
mation” and designed McGraw - Hill’s 
world symbol. And he wrote and pub- 
lished three widely-used books: “How to 
Plan for Postwar Markets;” “How to At- 
tract Industry to Your Community,” and 
“How to Key Media Selection to Sales.” 

While still with McGraw-Hill, Bob 
helped Jesse Jones of RFC in Washing- 
ton launch the first advertising program 
to sell surplus war property. One prob- 
lem was the publication of 50,000 copies 
of a 120-page book describing every war 
plant. The Government Printing Office 
said it would take six weeks to print. 
Whitney told Jones he’d have it for him 
the next day. 

He knew that the Congressional Record 
is printed every night, and simply made 
the format of the new directory coincide 
with it. The next day he had 20 girls 
reading proof, and the following day 50,- 
000 copies had been mailed to every con- 
gressman, governor, mayor, chamber of 
commerce, railroad and bank in the 
country. Later editions brought the total 
to 250,000. 

The war campaigns had been con- 
ducted on a free-space-and-time basis, 
mainly through the Advertising Council. 
Jesse Jones had expected to sell surplus 
plants and property on this basis. Whit- 
ney not only helped persuade the powers- 
that-were to use paid space, but he set 
up standards on choosing an advertising 
agency. The account (at first $2,000,000) 
went to Fuller & Smith & Ross. Bob was 
counsel in getting this campaign going. 

When Jesse Jones left and John Snyder 
moved in on the surplus problem Bob 
went back—he still had that “full-time 
job” at McGraw-Hill—to help train men 
to sell war plants. The best way to train 
them, he found, was to get them to make 
speeches on what they were doing. In 
effect, they trained themselves. Later he 
worked on this job with W. Stuart Sym- 
ington. 

The names of the bureaus changed, but 
for nearly two years Bob Whitney was 
there two days a week. 

In March, 1946, he joined the Britan- 
nica. He didn’t know the book business 
—but he learned. The Britannica had 
been a “subscription” company. Bob 
studied potential markets, developed pa- 
per sources, built an editorial and sales 
organization, and by Jan. 1, 1947, was 
selling books in stores from coast to 
coast. 

Now, with even more energy and fer- 
vor, he’s selling salesmanship. Next year, 
as Gene Flack has announced, Bob Whit- 
ney will be the first paid president of the 
federation. Within two years, Bob be- 
lieves, a lot of forces will be emphasiz- 
ing selling’s place in distribution and as 
a basis for the nation’s development. 
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30 
Drops Seabee Airplane 


Republic Aviation Corporation, 
Farmingdale, Long Island, has 
discontinued production of the 
Seabee amphibian airplane for the 
personal plane market, but will 
continue to provide parts and 
service for the airplanes already 
sold. The reason given for the 
discontinuance was that Republic 
needs the production facilities for 
the manufacture of other types of 
airplanes. 


the country to broadcast league 
games.” 

According to the station’s letter, 
teams are in a position to prevent 
broadcasts involving members of 
a competing league, and to veto 
broadcasts involving two out-of- 


Asks Inquiry on 
Radio Rules for 


Baseball Games 


WASHINGTON — Station WARL, 
Arlington, Va., asked the Depart- | town teams. 
/ment of Justice last week to look The station said it believes that 
into arrangements in the baseball | “major league baseball. games be- 
‘business “which limit the oppor-/|long to the American public, and 
'tunity of radio stations throughout that such stations or advertisers 
‘who are willing to pay a negoti- 


AVAILABLE 
COPY 
& ART 
FREE LANCE 


ated price for the privilege of 
broadcasting such games should 
|not be deprived of such oppor- 
tunity.” 


e Two-Man top flight com- 
bination, offering small, me- 
dium ad agencies or manu- 
facturers Big-Time talent in 
spare hours. Not cheap, but 
you'll be satisfied—so will 
your clients. Box 6776 Ad- 
vertising Age, 100 E. Ohio 
St., Chicago 11, Ill. 


Two Join F&S&R 


| Harold Danforth, formerly with 
| Batten, Barton, Durstine & Os- 
born and the Marine Corps, has 
been appointed an associate ac- 
count executive with Fuller & 
Smith & Ross, New York. David 
|R. Hawley, for three years with 
Firestone Tire & Rubber Company, 
|Akron, has been named an asso- 
‘ciate account executive with 
| F&S&R in New York. 
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“POTATOES!” 


of QUAD-CITIES’ Grocery Sales 


Originate on the ILLINOIS side 


In the expressiveness of slang, or the King's English, $35,027,000 is a lot of 


money—and that's the 


total volume of groceries sold in the Quad-Cities dur- 


ing 1946, according to Sales Management Survey of Buying Power. Further- 


more, says Sales Management, Illinois shoppers bought 54.6%, of Quad-City 


groceries. 


The Rock Island, Moline, East Moline metropolitan market includes 259 retail 
grocery outlets, which used more than | ,300,000 lines of advertising last year 


in the Argus-Dispatch. 


Nearly 60% of Quad-Cities' population live on the Illinois 
side and read the Argus-Dispatch—papers with ABC com- 
bined circulation in excess of 47,900 without duplication— 
the only daily newspapers published in the Rock Island, 
Moline, East Moline zone. 


=n MOLINE DAILY DISPATCH Cam) 


MOLINE DISPATCH 


Advertising Age, October 13, 1947 


Store Sales 


Federal Reserve Figures on Department 


WASHINGTON—Department store New Haven —18 —4 5 
sales in the final full week of Sep- non Sees ge om a 
tember zoomed to the highest for| providence ..... —10 14 32 
any week this year, Federal Re- | New York District. —9 21 35 
serve Board’s report for the week) Newark ........ —13 =ri7 31 

. : pS —13 15 27 
ended Sept. 27 indicates. pew York .....: —8 r23 41 

Sales were almost one-fourth) Rochester ...... —7i rlé 14 

over sales in the corresponding Syracuse ......; —16 6 18 
ee 9 2 

week last year. Based on the av- hee A mage "3 23 
erage weekly sales from 1935 to) Cleveland District. —s 8 62 
1939, the index was 319, com- Akron .......... —6 17 3 
pared with 317 reached last spring pape ar teteee De oN . = 
just before Easter. Sales for the; @ojymbus....... pe: ee 16 
ORO © a iso dates’ —9 5 22 

Pittspurgn ....; —-10 5 442 

DEPARTMENT STORE Richmond District.—11 r—3 24 

: \ — Washington -—9 3 31 
a SALES INDEX ee POOPCIIOPS. since —15 4 20 
1935-39 EQUALS 100 Atlanta Distriet... —7 r—9 14 

Y Birmingham .... —4 0 23 

Aye } LS Grea 6 —18 6 

| Week to Sept. 27, '47* p319 Ne eee —7 2 14 

Week to Sept. 20, ’47* .301 New Orleans ... —3 —25 16 
Week to Sept. 28, ’46*.257 | Nashville ....... —17 2 17 
Week to Sept. 21, "46°.280 || |Chlcnxo Dintrict -. —¢ ro 23 
Month of Aug. | oe | Indianapolis aia’ 8 16 
Month of Aug. °46....290 f ie, a —=$ 17 25 

4 Milwaukee ...... —11 1 22 

*Not adjusted seasonally. {fj | St. Louis District. p—10 rg 20 
pPreliminary. B EALele ROC . 2... —14 2 14 

Bs Louisville ...... p—S r16 26 

me Sg eee —11 11 20 

: py) —18 —4 14 

* *. 

Sept. 27 week were about 6% | ™iinemponm Bist... ; : 
over those of the Sept. 20 week. ge > eel ith * * 

Part of the increase resulted Duluth-Superior 1 * * 
from a 442% increase over the ag laa es Z 7 
same 1946 week in Pittsburgh,; wichita ||...) | >—11 4 4 
which last year was hard hit by Kansas City ad 9 23 

ike. Also, year-to-year St. Joseph ...... —6 —4 14 
™ abate strike . y y Oklahoma City .. —6 6 21 
gains of 41% in New York and; ww, —_ . 33 
31% in Newark reflect strike con-| patias District .... —6 r—9 11- 
ditions in those cities last year. Dallas .......-.. — 9 

Peculiarly, all districts showed i AD gga ees on a " 
gains over last year except the) san Antonio .... —4 —6 21 
San Francisco (12th)  district,) San Francisco Dist. p1 4 —1 
which recently had been one of aoe Area : : “7 
the few districts consistently show-| gan Francisco... —2. —4 —5 
ing gains. The area reported a 1% | Portland ....... p2 4 2 
drop from sales in the correspond-| Salt Lake City.. p4 30 —!1 
. | PE Caieex sus pl 1 1 
ing week of 1946. De: 

District gains included a 62% | n Revined, 
increase in the Cleveland (fourth) | *—Not Available. 


area, which includes Pittsburgh, | 
and a 35% gain in the New York Names Kramer 


(second) district. Other high | Stanley Kramer, former assist- 
gains were in the Richmond ant sales manager of Textron, 
(fifth) area, up 24%; Chicago|New York, has joined Hirshon- 


(seventh), up 22%; Philadelphia 
(third), up 24%, and St. Louis 
(eighth), up 20%. 


Yr.-to-Yr. % Change 
Mo. Wk. Ending 
of Sept. Sept. 


Garfield, New York, as an account 
executive. 


| Appoints Sellmer 


Edward H. Sellmer has been ap- 
| pointed sales manager of Barlow- 


Federal Reserve 


district and city Aug. 20 27 a 
UNITED STATES .p—6 rz ~—-24._: | Maney Laboratories, Cedar Rap- 
Boston District ...p—9 4 17 | ids, Ia. 
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Stilli Joins KYW 


John G. Stilli Jr. has joined the 
production staff of Station KYW, 
Philadelphia, succeeding Roy La- 
Plante, who has resigned. 


An Advertisement About an 
October 20 Advertisement 


Next week this or a near- 
by page will announce the 
**‘WEALTHIEST AND 
MOST-INFLUENTIAL 
MARKET OF ALL,” under 
the title “‘Sell the People 
Who Influence 95,000,- 
000 Buyers Weekly.” 
Whether you are agency 
er client, this advertise- 
ment will have news of 
importance to you. Be- 
cause it is to your self- 
interest, we recommend 
that you make a note to 
surely read it next week. 


And, Thank You for Looking! 


Payne Furnace 
Starts Biggest 
Radio Ad Drive 


San Francisco— “The largest 
radio campaign in the history of 
the gas heating industry” is the 
claim made for Payne Furnace 
Company’s current promotion 
through Knollin Advertising 
Agency, San Francisco and Los 
Angeles. 

At least four one-minute spots 
weekly are being carried on 60 
stations thoughout the country. 
Further expansion of the cam- 
paign is under way with the addi- 
tion of evening station-break spots 
on more major network stations 
in key markets. 

R. V. Hiatt, Payne advertising 
manager, is directing the sales 
drive. 

During recent months, Payne 
copy featured the advantages of 
ordering gas heating installations 
during the summer when dealers 
were not so busy. With fall, the 


copy slant has been shifted to 
playing up the advantages of the 
“properly-vented Payne heaters.” 

In addition to radio, Payne is 
using a consistent schedule of 
color insertions in Holland’s Maga- 
zine, Sunset and Sun-Up, as well 
as color advertisements in trade 
publications. The campaign is be- 
ing merchandised to the trade 
through a slide-film series, mo- 
tion pictures, folders, booklets, 
catalog inserts, mailing pieces, dis- 
play units and a comprehensive 
dealer mat and direct mail serv- 
ice. 


SSC&B Boosts West 


Sullivan, Stauffer, Colwell & 
Bayles, New York, has promoted 
Robert West, with the agency for 
a year, to head art director. Mr. 
West was formerly art director at 
Kenyon & Eckhardt. 


CFRB Names Holden 


Waldo Holden, formerly direc- 
tor of sales of Station CKEY, To- 
ronto, has been named sales man- 
ager of Station CFRB, Toronto. 
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Two recent news stories in Ap- 
VERTISING AGE are worthy of more 
than passing -~comment. 

One, reporting the meeting of 
the Printing Industry of America 
at French Lick, quoted James F. 
Newcomb, dynamic president of 
this organization, as charging 
printing equipment manufacturers 
with failure to bring out improved 
machinery with which to help 
carry the industy’s staggering bur- 
dens of increased labor charges. 
He said: . 

“Our industry is getting the 
machinery that was designed and 
pretty thoroughly tested before 
the war. We have heard rumb- 
lings of revolutionary new equip- 
ment, but we are still waiting for 
the revolution. I definitely feel 
that, considering the high wage 
scales paid in our industry, we 
have not made sufficient progress 
in reducing costs through better 
and faster processes.” ; 

The other news story carried a 
brief reference to an address at a 
meeting of the Southern News- 
paper Publishers Association at Hot 
Springs, Ark., in which Dr. Mark 
Ellingson, president of, the Ro- 
chester Institute of Technology, 
urged the graphic arts industries 
and their customers to undertake 
research on all fronts, including 
paper, inks, composing room 
equipment, presses, plates and all 
other materials and processes re- 
quired in production. Dr. Elling- 
son, whose institution is now con- 


Research in the Graphic Arts Field 


How Much Can the Industry and Its Customers Afford to Spend 
for Faster, Better, Cheaper Printing? 


By G. D. 


Crain Jr 


ducting a school of printing, and 
who presumably was not offering 
either an amateur or a horseback 
opinion, asserted that he believes 
two or three million dollars a year 
could profitably be invested in re- 
search of this broad, fundamental 
character. 

Of course it would be unfair to 
say that no research of conse- 
quence is being conducted by 
equipment manufacturers or 
others. Printing ink makers are 
certainly doing much in their field, 
and manufacturers of typesetting 
equipment are reported to be 
working on electronic and photo- 
graphic methods which promise 
much for the offset processes par- 
ticularly. Time, Inc., is investing 
large amounts in its own research 
program, and large printers such 
as R. R. Donnelley & Sons Co. are 
applying engineering research to 
every phase of their own opera- 
tions. 

However, considering the size 
of the industry and the impor- 
tance of the expenditures made by 
publishers, advertisers and others, 
it doesn’t look as if research com- 
parable to that which produced 
the great Machine Tool Show in 
Chicago, where 175,000 people 
saw new and improved machines 


which assure the future progress . 


of metal working, is under way 
in behalf of better, faster and. 
cheaper printing. In the public 
interest, as well as the selfish in- 
terest of all concerned, now is not 
too soon to get started. 


Two Join MacGregor 


Nat V. Donato, formerly adver- 
tising manager of Buse Magazine 
Group, has been appointed eastern 
manager of C. P. MacGregor Com- 
pany, radio transcriptions, suc- 
ceeding Colonel Ed Kirby, who 
has resigned. Don Hallmann, for- 
merly studio director of television 
of Columbia Broadcasting System, 
has joined the eastern sales staff 
to contact radio stations. 


Wembley Names Read 


A. Louis Read, formerly com- 
mercial manager of Station WWL, 
New Orleans, has been appointed 
director of advertising and sales 
promotion of Wembley, Inc., neck- 
tie manufacturer, New Orleans. 


KYW Helps Teachers 


To aid in effective utilization of 
its educational programs, Station 
KYW, Philadelphia, is distributing 
5,800 teachers’ manuals to ele- 
mentary and second school in- 
structors there. The 144-page 
booklets tell how to coordinate 
classes with the station’s “in school 
listening” series of five programs. 


Names Rumbough 

Stanley M. Rumbough Jr., di- 
rector and secretary of White 
Metal Mfg. Company, Hoboken, 
N. J., manufacturer of collapsible 
metal tubes, has been named to a 
newly created post of director of 
sales. He is also director of Willis 
Air Service. 


Get ALL FOUR at ALLART! 


Choose the best possible medium of 
reproduction for each individual job! 
ALLART offers you your choice of quality 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 


OALLART corporation 


The key organization in the Allart Graphic Group » 234 North Broadway, Milwaukee 2, Wisconsin 
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' Southerngza Bpread 


TWIN-PACK—Typical of Columbia 

Baking Co.'s weekly 700-line newspaper 

copy appearing in southeastern papers 
is this unpaid testimonial ad. 


Columbia Baking 
Is Latest Unpaid 
Testimonial User 


ATLANTA — Unpaid testimonials 
featuring photos of its customers 
are the basis of Columbia Baking 
Company’s ad campaign, launched 
late last month. 

The 700-line weekly ads, sched- 
uled to run in about 63 news- 
papers in Florida, Georgia, the 
Carolinas and Virginia, use ma- 
terial obtained during a 4,085- 
mile tour of the southeastern 
states. 

Gabriel Benzur, free-lance and 
industrial photographer, conducted 
more than 100 interviews with 
housewives and men shoppers in 
some 40 cities to secure the photo- 
graphs and statements featured in 
the copy. 


Describes Technique 


His technique, as described in a 
12-page, two-color broadside to 
Columbia’s dealers, was to first 
pick out a busy grocery store. 
Taking a position near the bread 
rack with camera and flashgun in 
hand, Mr. Benzur introduced him- 
self to shoppers who selected a 
loaf of Twin-Pack bread. 

After explaining his mission, he 
was often able to get both picture 
and interview on the spot. More 
often, he accompanied his subject 
home, for family scenes. Usable 
testimonials were selected by the 
agency on the basis of dramatic 


NEW YORK + ° BOSTON 


value and geographic location of 
the person interviewed. 

As the ads appear in cities 
where the subject lives, the Co- 
lumbia sales organization posts 
proofs of the ads on grocers’ win- 
dows throughout the area. 


Promotes Meech 

Harold F. Meech has been ap- 
pointed assistant to the manager 
of footwear sales of Dominion 
Rubber Company, with headquar- 
ters at the company’s head office 
in Montreal. He has been with 
the company since 1935. 


Appoints Fiedler 


Stuart O. Fiedler has resigned 
as manager of the South Chicago 
branch of Bjorksten Research 
Laboratories, Chicago, to become 
manager of research of Industrial 
Rayon Corporation, Cleveland. He 
— remain a director of Bjork- 
sten. 


Newspaper Admen Elect 
Devaney President 


Thomas G. Devaney, advertis- 
ing manager of the Omaha World- 
Herald, has been elected president 
of the Midwest Newspaper Adver- 
tising Executives Association. 
Other officers elected include: 
Paul Allingham, Amarillo, Tex., 
vice-president; Clarence S. Mugge, 
Peoria, Il., secretary-treasurer, 
and H. A. "Meyer Jr., Indepen- 
dence, Kan., sergeant-at-arms. 

The spring meeting of the as- 
sociation will be held Feb. 14-15 
at the Jefferson Hotel, St. Louis. 


Walter Wanger Hooks Up 
with Eagle-Lion Films 
Walter Wanger and his com- 
pany, Walter Wanger Pictures, 
have joined Robert R. Young’s 
Eagle-Lion Films as a production 
unit. Mr. Wanger has acquired a 
substantial interest in Pathe In- 


dustries, parent company of E-L, 


and Pathe will receive an inter- 
est in Wanger’s company. 
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America, and by the J. Arthur 
Rank organization overseas. The 
Wanger unit will remain inde- 
pendent, and Wanger and David 
Tannenbaum, a_ vice-president, 
will join the E-L board. 


Under the agreement, Wanger 
will produce a minimum of four 
A pictures for Eagle-Lion dis- 
tribution in the U. S. and Latin 


“The record each month 


of the finest perfume 


and cosmetic advertising 


| BEAUTY FA SHION 


A Clear 
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SPEAKING of homes per dollar, the following table com- 


pares WGN’s June Baker show with the competing women’s pro- 
grams in Chicago......any WGN representative will gladly identify 
the other programs for you. We believe that radio advertisers today are 
more interested than ever in finding out what their dollars are doing. 


RELATIVE AUDIENCES OF CHICAGO PARTICIPATING PROGRAMS BASED ON NIELSEN RADIO 
INDEX CHICAGO AREA REPORT FOR A FULL YEAR— MAY, 1946, THROUGH APRIL, 1947 


WGN 
JUNE BAKER PROGRAMA PROGRAM B PROGRAM C PROGRAM D 
Aver. Homes per wk. 552,000 275,000 200,000 415,000 335,000 
Cost per week (13 week rate) $400.00 $366.55 $500.00 $600.00 $283.50 
Homes per dollar 1381 747 400 692 1185 
Chicago 11 { 
Ch 1 Stati Illinois 
annel Mtation... i cela tains \ 
Y . P 
Serving the Middle West 720 
On Your Dial 
M B S Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. \ 
West Coast Representatives: Keenan and Eickelberg ” NY \ 
235 Montgomery St., San Francisco4 « 411 W. Fifth St., Los Angeles 13 . 
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If a product fills an honest need 
— advertising spreads the news 
and people buy. No. of 


Years 
AC Spark Plug Division 
General Motors Corporation 
Acushnet Process Sales Company 10 
Alligator Company, The 13 
All-Year Club of Southern California 26 
Aluminum Company of America 18 


American Airlines, Inc. 14 
American Chain & Cable Company, Inc. 38 
American Express Company 17 
American Gas Association 11 
American Home Products Corporation 41 
American Lead Pencil Co. 31 
American Locomotive Company 10 
American Mutual Liability Insurance 
Company 10 
American Optical Company 20 


American Radiator and Standard 


Sanitary Corporation 35 
American Rolling Mill Company 26 
American Safety Razor Corporation 45 
American Stove Company 27 
American Telephone & Telegraph 

Company 37 
American Thermos Bottle Co., The 35 
American Tobacco Company, The 34 
Amity Leather Products Company 16 
Anderson Company, The 10 
Armour and Company 31 
Armstrong Cork Company 31 
Association of American Railroads 12 
Atlas Underwear Company 29 


upon a good product. 


Baltimore & Ohio Railroad Company 
Bankers Life Company 
Padilied Chemical & Dye Corporati 
ied Chemica’ ye on 

Bates Mfg. Co., The 
Bauer & Black, Division of 

The Kendall Company 
Beech-Nut Packing Company 
Belber Trunk & Bag Co. 
Belden Mfg. Company 
Bell & Howell Company 
Bendix Aviation Corporation 
Bendix Home Appliances, Inc. 
Best Foods Inc., The 
Bird and Son, Inc. 
Black & Decker Mfg. Co., The 
Borden Company, The 
Borg-Warner Corporation 
Bostitch, Inc. 
Botany Worsted Mills 
Bowes ‘‘Seal:Fast’’ Corporation 
Bristol-Myers ee 
Brown & Williamson Tobacco 

Corporation 
Brown Shoe Company 


Brunswick-Balke-Collender Company, The 


Bryant Heater Company 
Budd Company, The 
Buick Motor Division 

General Motors Corporation 
Bulova Watch Co. 
Burgess Battery Company 
Burnham and Morrill Company 
Burroughs Adding Machine Company 
Buxton, Inc. 


A sound business must be built 


18 
14 


36 
11 


win an order. 


Cadillac Motor Car Division 
General Motors Corporation 
California Fruit Growers Exchange 
Californians, Inc. 
California Packing Corporation 
California Prune and Apricot 
Growers Association 
Campbell Soup Company 
Canada Dry Ginger Ale, Incorporated 
Canadian National Railways 
Canadian Pacific 
Carrier Corporation 
Carter’s Ink Company, The 
Caterpillar Tractor Co. 
Central Manufacturers’ Mutual 
Insurance es 
Champion Spark Plug Company 
Chase Brass & Copper Co., Incorporated 
Chesebrough Manufacturing Company 
Chevrolet Motor Division 
General Motors Corporation 
Chicago, Burlington & Quincy Railroad 
Chicago, Milwaukee, St. Paul and 
Pacific R. R. Co. 
Chris-Craft Corporation 
Chrysler Corporation 
Chrysler Sales Corporation 
Clark Grave Vault Co., The 
Clicquot Club Co. 
Clipper Belt Lacer Company 
Cluett, Peabody & Co., Inc. 
Coca-Cola Company 
Coleman Company, Inc., The 
Colgate-Palmolive-Peet Compa 
Commonwealth Shoe & Leather Co. 


You must first win a customer to 


45 
33 
28 
14 
9 
18 
8 
14 
12 
35 
25 
11 
10 
21 
27 
34 
30 
15 
13 
40 
24 
26 
20 
43 
1 
47 
24 


Conklin Pen Company 
Continental Oil Company 16 
Coolerator Company, The 11 
Coopers, Inc. 14 
Corning Glass Works 17 
Corn Products Sales Company, The 18 
Cory Corporation 10 
Cream of Wheat Corporation, The 27 
Crosley Corporation, The 25 
Cutler-Hammer, Inc. 22 


i 


ts for 
DIRECTION 


Advertising is the shortest route 
between product and customer. 


Delico-Remy Division 


General Motors Corporation 32 
Demuth & Co., Inc., Wm. 31 
Dennison Mfg. Company 14 
DeSoto Motor Corporation 19 
Diamond T Motor Car Company 16 
Disston & Sons, Inc., Henry 21 
Dixon Crucible Co., Joseph 41 
Dodge Brothers Corporation 31 
Duofold, Inc. 36 


du Pont de Nemours & Company, 
Incorporated, E. I. 38 
Durham-Enders Razor Corporation 26 


A big success is usually the result 
of a big effort. 


Eagle Knitting Mills, Inc. 11 
Eagle Pencil Company 30 
Eastman Kodak Compan 49 
Easy Washing Machine Corp. 15 
Electric Auto-Lite Company, The 28 
Electric Storage Battery Company, The 31 
Elgin National Watch Co. 44 
Emerson Electric Manufacturing Co., The 15 
Emerson Radio & Phonograph Corp. 10 
Esterbrook Pen Company 32 
Ethyl Corporation 22 
Eureka Williams Corporation 21 
Eversharp, Inc. 30 
Evinrude Motors, Division of Outboard 

Marine and Mfg. Co. 


Convince the family and you've 
sold the nation. 


Faber Pencil Co., Eberhard 13 
Fels & Company 11 
Firestone Tire & Rubber Co., The 39 


Fisher Body Division 

General Motors Corporation 25 
Florists’ Telegraph —' Ass’n., Inc. 23 
Florsheim Shoe Company, The 46 
Ford Motor Company 


Frank & Co., Inc., S. M. 18 
Freeman Shoe Corporation 17 
Frigidaire Division 
eneral Motors Corporation 22 
& 
. 
is for 


Gain at the expense of reputa- 
tion usually becomes loss. 


Gabriel Company, The 17 
Geier Company, The P. A, 14 
General Aniline & Film Corporation 

(Ansco Division) 28 


General Electric Company 


General Foods Corporation 45 
General Mills, Inc. . 46 
General Motors Corporation 24 
General Shoe Corporation 18 
General Tire & Rubber Company, The 31 
Gillette Safety Razor Company 37 
Glidden Company, The 25 


GMC Truck & Coach Division 


General Motors Corporation 25 
Goodall Fabrics, Inc. 24 
Goodrich Company, The B. F. 45 
Goodyear Tire & Rubber Company 46 
Great Northern Railway Company 32 
Greyhound Lines 19 
Gruen Watch Company 37 
Guide Lamp Division 

General Motors Corporation 10 
Gulf Oil Corporation 14 


Goods bought in a shop are first 
sold in the home. 


Hamilton Beach Company, Division of 
Scovill Manufacturing Company 16 
Hamilton Watch Company 31 
Hammermill Paper Company 
Hartford Fire Insurance Company, 
Hartford Accident and Indemnity 
Company, and Hartford Live Stock 


Insurance Company 39 
Hart Schaffner & Marx 41 
Hastings Manufacturing Company 21 
Hat Corporation of America 26 
Hawaiian eg Co., Ltd. 18 
Heinz Company, H. J. 39 
Heublein & Bro., Inc., G. F. 15 
Hickok Mfg. Co., Inc. 19 
Hires Company, Charles E. 28 
Holeproof Hosiery Company 34 
Hollingshead Corporation, R. M. 19 


Hood Rubber Compan 
Division of The B. F. Goodrich Co. 26 


Hoover Company, The 32 
Hormel & Co., Geo. A. 17 
Hotels Statler Co., Inc. 27 
Hotpoint, Inc. 36 
Hudson Motor Car Co. 39 
Hudson Products, Inc., 

Division of Block Drug Co. 12 
Hurley Machine Division of Electric 

Household Utilities Corporation 16 
Hygienic Products Company, The 19 


People like to read advertising in 
the Post—far more than in any 
other magazine. 


Inkograph Co., Inc. 12 
Insurance Company of North America 24 
International Cellucotton Products 


Company 13 
International Harvester Company 24 
International Nickel Company, Inc., The 20 
International Shoe Company 17 
Interwoven ~ Company 31 
Iron Fireman Manufacturing Co. 22 


ts for 
JUDGMENT 


Judge not tne future by the pres- 
ent; prepare now for the years 
ahead. 


Jacobson & Sons, Inc., F. 11 
Jantzen Knitting Mills 23 
John Hancock Mutual Life 


Insurance Company 15 
Johnson & Johnson 24 
Johnson & Son, Inc., S. C. 36 
Johnson Motors, Division of Outboard 

Marine and Mfg. Co. 20 
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If you wish to know the road 
ahead, inquire of those who 
have traveled it. 


Kaiser-Frazer Corporation 

Graham-Paige Motors Corporation 32 
Kalamazoo Stove & Furnace Company 18 
Kaywoodie Co., The, Division of 

Kaufmann Bros.& Bondy, Inc. 20 
Kellogg Company 22 
Kelly Springfield Tire Company, The 32 


Kendall Refining Company 20 
Kohler Company 26 
Kraft Foods Company, The 26 
Krementz & Company 39 
Kroehler Manufacturing Company 20 
Kuppenheimer & Co., Inc., B. 34 


is for 
LEARNING 


ey, 


\__— 


Advertising is another form of 
education. 


Lambert Pharmacal Company 


The Lambert Company 34 
Landers, Frary & Clark 25 
Lane Company, Inc., The 20 
Lee Rubber & Tire Corporation 21 


Lever Brothers Company 


(Pepsodent Division) 30 
Libby, McNeill & Libby 35 
Liberty Mutual Insurance Company 12 
Life Savers Co~poration 12 
Liggett & Myers Tobacco Co. 33 
Lincoln Division 

Ford Motor Compan 18 
Lincoln National Life Insurance 

Company, The 11 
Linkman & Co., M. 12 
Loew’s Inc., and Subsidiaries 


and Affiliates 14 
Longines-Wittnauer Watch Company, Inc. 12 
Lorillard Company, P. 38 
Lovell Mfg. Co. 18 


Money wisely planted reaps the 
biggest crops. 


Mallory Hat Company 41 
Manning, Bowman Co. 19 
Manning, Maxwell & Moore, Inc. 14 
Masonite Corporation 13 
McGraw Electric Company 21 
McKesson & Robbins, Inc. 23 
McQuay-Norris Mfg. Co. 20 
Mennen Company 48 
Metropolitan Life Insurance Company 26 
Middishade Co., Inc., The 17 
Minneapolis-Honeywell Regulator 

Company 40 
Minnesota Mining & Mfg. Co. 11 
Minnesota Valley Canning Co. 12 
Morrell & Co., John 14 
Morris & Co. Ltd., Inc., Philip 17 
Munsingwear, Inc. 28 


Murdoch, Reid, A Division of 
Consolidated Grocers Corporation 12 


Murine Company, Inc., The 14 
Mutual Life Insurance Com 
of New York, The ° 18 


As a good name is earned, the 
product prospers. 


Nash-Kelvinator Corporation 45 
Nashua Manufacturing Company 11 
National Battery Company 

Gould Commercial Division 23 


National Biscuit Company & Subsidiaries 30 
National Board of Fire Underwriters 15 
National Ice Public Relations 11 
National Lead Company 3 

National Life Insurance Co. of Vermont 14 


National Pressure Cooker Company 10 
New Departure Division, 
General Motors Corporation 15 


New England Mutual Life Insurance 
Company of Boston 15 
New Haven Clock & Watch Company 15 


New Mexico State Tourists Bureau 10 
New York Central System 32 
Nicholson File Company 17 
Noblitt-Sparks Industries, Inc. 19 
North Brothers Manufacturing Co. 

Division of The Stanley Works 47 
Northern Pacific Railway Co. 20 


Northwestern Mutual Life Insurance 


Company, The 14 
Norwich Pharmacal Company, The 20 
Nunn-Bush Shoe Company 23 


Advertising is the knocker on the 
door of opportunity. 


0-Cedar Corporation 21 
Oldsmobile Division 

General Motors Corporation 45 
Olin Industries, inc. 39 
Orange-Crush Company 10 
O'Sullivan Rubber Corp. 17 
Owens-Illinois Glass Company 13 


People know and prefer Post- 
advertised products. 


Packard Motor Car Company 45 
Paramount Pictures 29 
Parke, Davis & Compan’ 18 
Parker Pen Company, The 48 
Parker Rust Proof Company 24 
Penn Mutual Life Insurance 

Company, The 20 
Pennsylvania Grade Crude Oil 


Association 24 
Pennsylvania Railroad Company, The 25 
Pennsylvania Rubber Company 2 
Pennzoil Company, The 24 
Perfect Circle Company, The 24 
Philco Corporation 
Pillsbury Mills, Inc. 

Pinaud Inc. 

Pioneer Suspender Company 
Piper Aircraft Corporation 
Pittsburgh Plate Glass Company 
Plymouth Motor Corporation 
Polk Miller Products Corp. 
Pontiac Motor Division 

General Motors Corporation 
Pratt & Lambert, Inc. 

Premier Vacuum Cleaner Sales Division 
of General Electric Company 

Proctor Electric Company 

Pro-phy-lac-tic Brush Company 

The Lambert Company 
Prudential Insurance Company of 

America, The 
ee Company, a 

yrene Manufacturing pany 
Pyroil Company 


SShE S&S ER SE SSBSHURS 


It is quality rather than quantity 
that matters. 


Quaker Oats yoy The 45 
Quaker State Oil Refining Corporation 26 


It's more important to know how 
well people read a magazine 
than how many. 


Radio Corporation of America 
Railway Express Agency, Inc. 11 
Raybestos Division of 

aybestos-Manhattan, Inc. 21 
Ray-0-Vac Company 19 
Remington Rand, Inc. 
Reo Motors, Inc. 32 
Rexall Drug Company 22 
Reynolds Tobacco Company, R. J. 35 
Robinson Reminders 14 
Ronson Art Metal Works, Inc. 23 
Royal Ope iter Co., Inc. 31 
Rutland Fire Clay Company 24 


The man who wakes up and finds 
himself a success hasn't been 
asleep. 


“Sanforized’’ 13 
Santa Fe Railway 39 
Schalk Chemical Company 16 
Schick, Incorporated 16 
Scholl Mfg. Co., Inc., The 32 
Schrader’s Son, A., Division of 

Scovill Manufacturing Company 19 
Schult Corporation 11 
Scripto Manufacturing Company 14 
Sealed Power Corp. 14 
Sealright Co., Inc. 26 
Sealy, Inc. 11 
Seiberling Rubber Company 24 
Semler, Inc., R. B. 13 
Servel, Inc. 22 
Shaler Company, The 25 
Shaw-Box Crane & Hoist Division of 

Manning, Maxwell & Moore, Inc. 14 
Shaw-Walker Co. ° 21 
Sheaffer Pen Co., W. A. 21 
Shell Oil Company, Incorporated 13 
Sherwin-Williams Co. 33 
Shuron Optica! Company, Inc. 23 
Sikes Company, Inc., The 10 
Silex Company, The 12 
Simmons Company 27 
Simmons Company, R. F. 23 
Simoniz Company, The 25 
Sinclair Refining Company 18 
Skinner & Sons, William 15 


Smith & Corona Typewriters, Inc.,L C 32 
Society Brand Clothes, Inc. 

Socony-Vacuum Oil Company, Inc. 44 
Southern Pacific Company 

Spalding & Bros., A. G., Division of 


Spalding Sales Corp. 19 
Sparks-Withington Co., The 15 
Squibb & Sons, E. R. 27 
Stanco Incorporated 21 
Standard Brands Incorporated 27 
Stein & Company, A. 42 
Sterling Drug, Inc. 17 
Stern, Inc., L. & H. 11 
Stewart-Warner Corporation 40 
Stokely-Van Camp, Inc. 

Stromberg-Carison Company 21 
Studebaker Corporation, The 35 
Sunbeam Corporation 33 
Sun-Maid Raisin Growers of California 20 
Superba Cravats 13 
swank, Inc. 26 
Swift & Company 43 
Sylvania Electric Products, Inc. 18 


Spread the truth about your 
wares and the people will buy. 


Tevet _- Com The 7 
har pany, 
Telechron, Inc. 18 
Texas Company, The 36 
Tide Water Associated Oil Company 30 
Timken-Detroit Axle Company, The 22 
Timken Roller Bearing Company, The 33 
Travelers, The 22 


Truval Manufacturers, Inc., Division 
of Publix Shirt Corporation 
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A story oft told is most often 
understood. 


Underwood Company, William 29 
Underwood Corporation 27 
Union Carbide and Carbon Corporation 44 
Union Pacific Railroad Company 35 
United Air Lines, Inc. 15 
United-Carr Fastener Corp. 14 
United Motors Service, Inc. 19 
U. S. Industrial Chemicals, Inc. 11 
United States Playing Card Co., The 44 
United States Rubber Company 40 
United States Steel Corporation 31 
United States Time Corporation, The 38 
Universal International Pictures 21 


Nothing ventured nothing 
gained. 


Vick Chemical Company i 


oo 


is for 
WISDOM 


Wise are those who profit 
through the experience of others. 


Wagner Electric Corporation 17 
Walker Manufacturing Company 
of Wisconsin 10 ° 

Waltham Watch Company 19 
Wander Company, The 24 
Warner Brothers Pictures, Inc. 21 
Warner-Patterson Company 

Warren aon, S. D. 30 
Waterman Co., L. E. 37 
Wayne Pump Company, The 16 
Weco Products Company 25 
Welch Grape Juice Company, The 24 


Westclox, Division of General Time 
Instruments Corporation 38 
Western Electric Company 30 
Westinghouse Electric Corporation 36 
Weyenberg Shoe Mfg. Co.° : 


White Motor Company, The 

Whitman & Son Inc., Stephen F. 39 
Wildroot Co., Inc. 17 
Willard Storage Battery Co. 33 
Williams Co., The J. B. 44 
Willson Products, Inc. 17 
Willys-Overland Motors, Inc. 37 
Wilson and Company, Inc. 14 
Wilson Brothers 19 
Wiss & Sons Co., J. 14 
Wolf’s Head Oil Refining Co., Inc. 17 
Wurlitzer Company, The Rudolph 26 


All the great names in advertising 
have appeared on the pages of 
the Post. 


The years have proved the pow- 
er of the pages of the Post. 


Yale & Towne Manufacturing 

Company, The 35 
Young Inc., W. F. 19 
Youngstown Kitchen Division 

Mullins Manufacturing Corporation 27 


a 
ts for 
ZEST 


ae) 


Frequent telling adds zest to 
selling. 


Zenith Radio Corporation 17 
Zonite Products ation 16 
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Packard Converts 
to ‘48 Models; 
Prices Are Lower 


Detrort—Without a single day’s 
stoppage of assembly lines, Pack- 
ard Motor Car Company has 
started production of a complete 
new line of 1948 models. Presi- 
dent George T. Christopher de- 
scribed the change-over as “with- 
out precedent in the industry.” 

The new models, consisting 
principally of three new eights, 
will be offered in 17 different 
body styles, “free flow” styling 
and four chassis types. 

Prices for some of the new 
models are lower than those of 
comparable 1947 models, Mr. 
Christopher said. The 1948 Super- 
eight club sedan is priced at 
$2,665 delivered in Detroit. The 
similar 1947 model sold for $2,747. 
The Super-eight touring sedan for 
1948 is priced at $2,690, compared 
with $2,772 for the ’47 model. 

Three thousand of the new cars 


“Those Wedding Bells 
Are Ringing Again” 
for the 
Premiere of 


“SECOND 
HONEYMOON” 


WAAT 


MONDAY, 
SEPTEMBER 22, 1947 


(and every Monday 
through Friday thereafter 


from 10:30 to 11:00 a.m.) 


“SECOND 
HONEYMOON” 


isa 


CHARLES KING 


RADIO PRODUCTION 


sponsored by 


L. BAMBERGER 


& COMPANY 


NEWARK, N. J. 


“One of America’s 
Great Stores” 


New Jersey's I Station 


KAT 


NEWARK NEW JERSEY 


have already been shipped, Mr. 
Christopher disclosed. 

Although Packard’s production 
outlook is uncertain, the company 
hopes to assemble 25,000 cars in 
the last four months of this year 
and 48,000 in the first six months 
of 1948, he said. 

“That’s on promises of steel de- 
liveries and I think it’s down-to- 
earth guessing,” he added. 

None of the new models have 
rear fenders, the bodies extending 
over the rear wheels. The styling 


is the most drastic since the “One 
Twenty” was brought out in 1935, 
according to Mr. Christopher. 
Packard dealers have more than 
100,000 orders on their books and 
“most of them are firm orders.” 
Dealers could have a lot more 
orders if they went after them, the 
company president said. 


Boosts Hunter Campaign 

Frankfort Distilling Corporation, 
New York, will greatly increase 
its campaign for Hunter whisky, 


through Owen & Chappell, New 
York. Promotion includes strongly 
increased magazine advertising, 
outdoor from coast to coast, 50% 
more newspaper linage, additional 
trade publications and new mer- 
chandising material. 


Standard Adds Three 


Standard Outdoor Advertising, 
Inc., New York, has added three 
members to its network, bringing 
total markets available to adver- 
tisers to 1,629.. The new members 
are Maryland Advertising Com- 
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pany, Baltimore; Ghaster Outdoor 
Advertising, Lima, O., and Bar- 
bour Advertising Company, Co- 
lumbia, S. C. 


CAA Protests Tower 


The Civil Aeronautics Admin- 
istration has filed a protest with 
the FCC against proposed erection 
of a steel radio tower on the Ho 
Barnum, Bridgeport, Conn., b 
Harry F. Guggenheim, Long Islan 
publisher, who has been gran 
a construction permit to build an 
FM broadcasting station. 


McGRAW-HILL PUBLICATIONS 


Headquarters for Industrial Information 
330 West 42nd Street—New York 18, N. Y. 
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Texas Company 
Will Can Orange 
Juice for Babies 


Epcoucn, Trex. — Orange juice 
for babies — “de - oiled, de - aer- 
ated and malloryized” — will hit 
the Texas market soon. 

G. O. McDaniel, head of a half- 
million dollar citrus cannery here, 
is installing new machinery to 
turn out the new product for the 


baby food trade. 

To be called “Baby George,” 
the juice will be distributed 
throughout Texas first, accom- 
panied by test newspaper adver- 
tising. Later out-of-Texas dis- 
tribution is contemplated. 

Starting with a mild-juice 
Texas orange, low in acid and 
high in sugar and vitamin content, 
the newly developed process is 
said to eliminate formation of ob- 
noxious gases in the can, make the 
juice bacterially sterile, and re- 


move turpines, the substance 
which makes the rind bitter. 

McDaniel expects heavy con- 
sumption of the refined citrus 
juice among adults as well as 
youngsters. 


Todd Buys Litho Plant 


Todd Company Ltd., St. Lam- 
bert, Que., wholly-owned Cana- 
dian subsidiary of Todd Company, 
Rochester, N. Y., has purchased 
Modern Lithographing & Printing, 
Reg., Montreal. The equipment 


will be moved into Todd manu- 
facturing division in St. Lambert. 
Principal owners and entire per- 
sonnel of Modern Lithographing 
will become associated with Todd 
Company. 


‘Our World’ Joins ABC 


Our World, New York, Negro 
family picture magazine, has 
joined the Audit Bureau of Cir- 
culations. Effective with the Oc- 
tober issue, Our World will guar- 
antee a minimum of 180,000 net 
paid circulation. 


JOB 


better not send a B 


Y! 


Boy-sized advertising schedules have no place in today’s man-sized job of selling your product 


to industry. You can’t expect a boy-sized schedule to give your product, your salesmen 


and your distributors the kind of support they have every right to demand. 


Sure, advertising is no substitute for personal selling (and never will be!) BUT 


well conceived advertising . . 


. with weight, power and dominance .. . 


can perform 


the essential first steps in manufacturing an order. Salesmen with man-sized 


advertising support of “mechanized selling” can concentrate their productive time on closing sales. 


Adequate schedules. . . 


whether color spreads or black and white columns . . 


- Mean 


doing the best job you can afford to do to help your sales organization close sales. | 


That puts a premium on placing your advertising where it will do the 


most good. In the markets they cover, McGraw-Hill 


ye 


ry aan 


ASK YOUR McGRAW-HILL MAN for a copy of the brand 
new booklet, “‘Mechanized Selling At Work.’’ You'll 
want to make sure your top management reads this 
frank gppraisal of the job advertising can do. It’s 


ra al BE ONG Riis a aCe «ns ee ae eal 


aa es 


written for them. 


Publications reach the men who buy and specify. 


Ohio's 
ONE ‘ONE 
Market 


There is ONE news- 
paper in ONE of 
Ohio's most profit- 
able markets that 
does a maximum job 
of selling for its ad- 
vertisers. This news- 
paper is the ONLY 
newspaper that com- 
pletely covers this rich 
Market, and best of 
all it's economical to 
use. 


The Market is the 
Compact Akron Re- 
tail Trading Area with 
total 1946 retail sales 
in excess of $350,000,- 
000.00, according to 
Sales Management's 
Survey of Buying 
Power. 


To secure your right- 
ful share of sales from 
this rich Area you 
need ONLY use 
Akron's only daily and 
Sunday Newspaper, 
The Beacon Journal. 


Tell your Sales 

Story to ALL 

the Buyers in the 
free-spending 


AKRON 
MARKET 


JOHN S. KNIGHT 
PUBLISHER 


Represented by: 
STORY, BROOKS & FINLEY 
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e grocery (74,771) e gasoline outlets (56,408) 
@ meat markets (21,894) e appliance outlets (24,095) 
e drug (15,542) e paint (10,647) 
. @ beer outlets (81,878) e hardware (9,869) 


e liquor outlets (53,173) 


e tire outlets (19,437) e men’s wear (8,554) 


41% of the nation’s retail business, bared to you in 
detailed analysis! Nothing so thorough as this has ever 
before been achieved. Through every one of these 9 
major markets, a field force walked literally hundreds of 
thousands of blocks . . . charting, recording, evaluating. 
Here is bedrock marketing fact to help you base your 
own conclusions as to your sales potential in any or all 


of the market areas. The 9 Sales Operating Controls may 


e department stores (2,944) 


~Wearst Aihertising: Service 


@ women’s wear (15,063) 

e shoes (10,016) 

e furniture (6,381) 

@ jewelers (7,294) 

@ variety 5¢, 10¢, $1 (5,558) 
@ stationery (16,971) 


be seen at your convenience. We would like to show 


them to you. 


For each of the 9 Major Markets these Sales Operat- 
ing Controls provide — 


mapped marketing visualization . . . shopping centers 
and shopping streets located . .. a working market analy- 
sis ... breakdown of retail outlets . . . a sales and sales- 
man’s working control . . . factual evaluation of each 


market and its parts. 
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Walter Appoints Peck 


A. A. Walter & Co., Albany, | 
manufacturer of Blue’ Ribbon| 
potato chips, has appointed Peck | 
Advertising Agency, New York. | 
Radio, newspaper and _ outdoor 
campaigns will be planned. 


Barton Elected V.P. 


Federal Advertising Agency, 
New York, has elected Francis C. 
Barton Jr. a vice-president. He 
will remain in charge of radio. 


Hoffman Urges 


‘Dynamic Stability’ 


at Brand Dinner 


St. Lours— Paul G. Hoffman, 
president of Studebaker Corpora- 
tion and chairman of the Com- 
mittee for Economic Development, 
advocated a program of “dynamic 
stability” to curtail business fluc- 
tuations to 15%, in the feature 
speech at a Brand Names Founda- 
tion dinner here honoring 59 
brand names and their manufac- 
turers. 

Asserting that “aggressive and 
timely action” had whipped the 
bugaboo of postwar unemploy- 
ment, Mr. Hoffman said the same 
action could be applied to depres- 
sion, including the “prevailing no- 
tion that depression is inevitable,” 
which he declared “has implica- 
tions which put our entire free 
economy in a hazardous position.” 

The 59 brands cited, and their 
manufacturers, included: 

Old W. L. Weller Reserve whisky 


(1849), Old Fitzgerald whisky (1870), 
Stitzel-Weller Distillery, Louisville; 
Kilgen church organs (1851), Kilgen 
Organ Company, St. Louis; Forbes 
tea and coffee (1853) and _ spice 
(1897), James H. Forbes Tea & 
Coffee Company, St. Louis; Laclede 
St. Louis fire brick and clay (1854), 
Laclede-Christy Clay Products Com- 
pany, St. Louis; Cushings Foods 
Company, St. Louis; Meier & Pohl- 
mann Company, St. Louis, for its 
furniture (1869); Old Forester 
whisky (1870), Brown-Forman Dis- 
tillers Corporation, Louisville; 12 
tobaccos, the oldest started in 1873, 
by Brown & Williamson Tobacco 
Corporation, Louisville; Meletio Sea 
Food Company, St. Louis, sea foods 
(1875); Budweiser beer (1876), An- 
heuser-Busch, St. Louis; Hyde Park 
True Lager beer (1876), Hyde Park 
Associated Breweries, St. Louis; Jo- 
hansen Bros. Shoe Company (1876), 
St. Louis; three tobaccos, the oldest in 
1877, Christian Peper Tobacco Com- 
pany, St. Louis; Cat-in-the-bag bags 
(1880), Bemis Bros. Bag Company, 
St. Louis; Ash Grove cement (1881), 
Ash Grove Lime & Portland Cement 
Company, Kansas City; Quick Meal 
stoves (1881), American Stove Com- 


pany, St. Louis; Mississippi Glass 
Company (1884), St. Louis; Velve- 
tone (1884) and lLarieuse (1895) 


hair colorings, Godefroy Mfg. Com- 
pany, St. Louis; 

Also, Vulcan (1884) and Universal 
(1897) office supplies, Geo. D. Bar- 


explains our need 


top buying power 


“Because of our many types of 
climate, vast differences in terrain 
and water supply, western agri- 
culture has become highly spe- 
cialized. This specialization ~ in 
turn has developed distinctly 
western methods of ranch and 
dairy operation — all of which 


West, for specialty publications.” 


Emil Brisacher 
President 


Brisacher, Van Norden & Staff 
San Francisco 


here in the 


Specialty farmers prefer their own specialty publications — which 
| reveals why Western Livestock Journal and Western Dairy Jour- 
nal jointly carried 17 times more livestock advertising in 1946 than 
all other western publications combined. This year to date, 127 
national advertisers are using Western Dairy Journal and Western 


Livestock Journal to present their sales messages directly to the 


in western agriculture. 


Keep in mind that 46% of the agricultural income on the Pacific 


Slope comes from the sales of livestock and dairy products. 


WESTERN LIVESTOCK JOURNAL 
WESTERN DAIRY JOURNAL 


4511 Produce Plaza 


Representatives 


Peck and Billingslea 
185 N. Wabash Ave. 
Chicago |, Illinois 
Phone: Central 0465 


W. M.. Temple & Assoc. 
15 West 10th St. 

Kansas City, Missouri 
Phone: Victor 0021 


Los Angeles 11, Calif. 


Billingslea & Ficke 

420 Lexington Ave. 

New York 17, New York 
Phone: Lexington 2-3567 


Crow Publications, Inc. 
1411 Fourth Ave. Bldg. 
Seattle 1, Washington 
Phone: Elliott 1370 


nard Company, St. Louis; Listerine 
products (1885) Lambert Pharmacal 
Company, St. Louis; Hercules . wire 
rope (1886), A. Leschen & Sons Rope 
Company, St. Louis; Faultless laun- 
dry starch (1887), Faultless Starch 
Company, Kansas City; New Era 
Shirt Company (1887), St. Louis; 
Pevely Dairy Company (1887), St. 
Louis; Sayman Products Company 
(1888y, St. Louis; Absorene Mfg. 
Company (1891), St. Louis; Diamond 
Brand shoes (1892), Peters division, 
International Shoe Company, St. 
Louis; Alton blasting powder (1893), 
Equitable Powder Mfg. Company 
division, Olin Industries, East Alton, 
Ill.; Brown Shoe Company (1893), 
St. Louis; Louisville Slugger base- 
ball bats (1893), Hillerich & Bradsby 
Company, Louisville; Ralston Purina 
Company (1893), St. Louis; Star 
Brand shoes (1894), Roberts, John- 
son & Rand division, International 
Shoe, St. Louis; Butter Nut Bread 
(1896), Interstate Bakeries Corpora- 
tion, Kansas City; Peerless mill ma- 
chinery (1897), Essmueller Com- 
pany, St. Louis; 

Also, Charter Oak Stove & Range 


Company (1851), St. Louis; Red 
Cross cough drops (1885), Candy 
Bros. Mfg. Company, St. Louis; 


Dainty (1885) and Enterprise (1890) 
flours, Valier & Spies Milling Com- 
pany, St. Louis; Keystone seeds 
(1892), Corneli Seed Company, St. 
Louis; Vermingo insecticide (1895), 
Worrell, Mfg. Company, St. Louis. 


Joins Wilson, Haight 


Foster Perry has resigned as ad- 
vertising director of R. Wallace & 
Sons, Wallingford, Conn., silver- 
ware manufacturer, to join Wil- 
son, Haight & Welch, Hartford 
and New York, as head of a new 
department which will handle 
plans and merchandising, includ- 
ing retail activities, for consumer 
goods clients. Mr. Perry is a for- 
mer member of the merchandising 
staff of General Electric Company, 
and a former.manager of the Cin- 
cinnati office of Roy S. Durstine, 
Inc. The Hartford headquarters 
of the firm will move this month 
from 410 Asylum St. to larger 
quarters at 10 Allyn St. 
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Skillern‘s Tells 
of What It Sells 
on 62nd Birthday 


Da.uias — Skillern’s, a 26-store 
drug chain in Dallas and vicinity, 
sells everything from saddles and 
harnesses to electrical appliances 
—large and small. 

And the company took eight full 
pages in the Dallas Times Herald 
and pages in the News to tell the 
story of its growth on its 62nd 
anniversary last month. The copy, 
incidentally, suggests a _ partial 
clue to Skillern’s success. Pres- 
sure cookers and table model 
radios are offered for 50 cents 
down and 50 cents a week. 

A combination package of school 
supplies, including tablet, com- 
position book, scissors, paste, pen- 
cil, eraser and ruler goes for 50 
cents, with an ice cream soda 
thrown in as an additional in- 
ducement. 

In spite of the diversification 
of merchandise (one page ad lists 
items ranging from iced tea spoons 
to electric dishwashers) the drug 
chain is rapidly departmentalizing 
all of its stores. Merchandise is 
kept segregated from the time of 
delivery to its appearance on 
counters and in display cases. 


Changes Size Rules 


Cleworth Publishing Company, 
New York, has announced that 
Plastics World, which until now 
has carried ads occupying 4/9ths- 
page by accepting plates divided 
into 2/9ths and placing editorial 
copy in a column between them, 
will accept 7x10 plates without 
division, at the same rates apply- 


ing on 4/9ths pages. 


10.6% *. 


your share of 


over 100,000. 


Here’s What Keeps 
Worcester Sales Clicking . . . 


Over 600 diversified industries, which have made 
Worcester one of the most stable markets in the 
nation, are responsible for new wage and employ- 
ment peaks. In June, 1947, Worcester’s average 
industrial wage climbed to $53.98* compared to 
$48.68 the previous June, and employment rose 
Retail sales, which were $405,523,000 
for the year 1946 in this prosperous Central New 
England Market, went skyward 16%. Go after 


these increased sales by using the 


Worcester Telegram-Gazette, with a daily circula- 
tion in excess of 140,000 and Sunday circulation 


@Mess. Dept. of Labor and Indystries 


he TELEGRAM -GAZETTE 


- WORCESTER, MASSACHUSETTS 
2 a GEORGE F BOOTH Publisher- 


“MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 
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RCA Victor Offers 
Cars and Cash 
to Hep Retailers 


CampEN, N. J.—In theory every 
good salesman is supposed to be 
an expert on his product, but for 
RCA Victor’s home _ instrument 
department retailers it will pay 
off—in cash and cars. 

Following an intensive training 
period during which they will be 
coached on the company and its 
line, retailers and their staffs will 
be given an opportunity to display 
their knowledge. Lucky salesmen 
drawn from a hat will be tele- 
phoned by the company and ques- 
tioned about the course. If the 
first person called answers cor- 
rectly, he wins the top award—a 
four-door Buick sedan. Second 
prize (1947 Dodge sedan), third 


prize (1947 Ford), and several 
prizes of $100 each also will be 
awarded. 

Distributors completed instruc- 
tion sessions last month and draw- 
ings for the prizes will start about 
Dec. 1. 


Form New Sales Club 


The Sales Executives Council 
has been formed in Toronto. The 
association is made up of 25 sales 
managers, appointed by the Ad- 
vertising and Sales Club of To- 
ronto as members of the National 
Federation of Sales Executives, 
and sales managers who are di- 
rect members. Meetings will be 
held monthly. 


Joins Boston Agency 
Robert F. O’Brien, president of 
New England Specialty Sales Com- 
pany, food broker, has joined In- 
galls-Miniter Company, Boston 
advertising agency, as account ex- 
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ecutive in complete charge of mer-| group of retail salesmen, will op- 
chandising and market research.| erate in the future as an integral 
Mr. O’Brien’s service, with its| part of the agency. 


“GRAND SLAM” 


Hooperating 
(Winter-Spring ‘47) 


11.7 


ASK JOHN BLAIR 
In Columbus It's 


WHAT IT DOES—Standard Oil Co. of 

Indiana ran this ad in 142 newspapers 

to open a new institutional drive in the 

Midwest. Ads of 800 to 1,200 lines will 
appear monthly. 


Institutional 
Drive Opened by 
Standard of Ind. 


Cuicaco—A large institutional 
campaign has been launched in 14 
midwestern states by Standard Oil 
Company of Indiana, to “estab- 
lish the role of the company and 
the petroleum industry in the free 
enterprise economy of the nation.” 

The campaign calls for 800 to 
1,200-line insertions once a month 
in 142 newspapers. The cam- 
paign will also appear in 16 farm 
publications and six tfade pub- 
lications. The company’s regular 
news and sports broadcasts over 
stations in the 14-state area it 
serves, will also be used for in- 
stitutional commercials. 

The ads will explain Standard’s 
activities, interpret management 
objectives and “show that the 
company has a positive and con- 
tinuing interest in the well being 
of its employes, stockholders and 
the public,” according to R. E. 
Wilson, chairman, and A. W. 
Peake; president. The drive will 
support the public relations pro- 
gram of the American Petroleum 
Institute. 

Batten, Barton, Durstine & Os- 
born here is handling the cam- 
paign. 


Look (0 le 


in the basic sources 


OF MARKET INFORMATION 


es 
— 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


eas 


YOU CAN'T BEAT THE BIG 3 FOR READER 


INFLUENCE IN THE GREAT FLORIDA MARKET 


@ You need them all - market, coverage, reader influence - if you want results. 
And you get them all in the Florida market . . . first in the South in per 
capita income and retail sales, and high on the national list in construction, air 
commerce, growth, and other vital indexes. 


Best of all, the Big 3 newspapers dominate the trading areas where more than 


53% of Florida's total sales 


take place. And these are the papers that set the 


pace in circulation, readership, and proven pulling power. So, for bigger and - 
better results, schedule the Big 3, - the morning papers that influence the people 
who influence sales in the year-round Florida market. 


* 


* 


a 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


Sawyer: 


TAMPA TRIBUNE 


Notionol Representatives 


Ferguson-Walker Co. 


FLORIDA TIM 


National Repr 


jacksonville 


ids-Fitzgerald, Inc. 
Reyno rs 


Jann and Kelley, Inc., Atlanta 


ES- UNION MIAMI HERALD 
* 


Notional Representatives 


Story, om? Finley, Inc. 


esentatives 


A. S. Grant, Atlanto 
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Seattle Bottlers 
Urge Food Stores 
to Augment Sales 


SEATTLE — As the first step in 
building increased sales of car- 
bonated beverages, the Seattle 
Bottlers Association has launched 
a campaign to help food retailers 
merchandise bottled soft drinks. 

A folder, “More Profits for 
You,” has been prepared by West- 
ern Agency and is being dis- 
tributed throughout the metro- 
politan area. Ten thousand copies 
were printed. 

“Here in the Pacific Northwest, 
per capita consumption of car- 
bonated beverages is below the 
national average,” the folder ad- 
vises retailers. “That means more 
sales and profits to the merchant 
who goes after this business with 
a well placed, well stocked and 
complete beverage department.” 

The campaign piece shows why 
bottled drinks build profits and 


WUE 


“If Columbus 
had been 
looking 

for us, he'd 
have used 
woc!" 


QUAD.CITIES 


ST. LOUIS 
e 


DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 


Only WOC delivers satisfac- 
tory year-round NBC service 
to the Quad-Cities . . . the 
largest metropolitan area be- 
tween Chicago and Omaha, 
and between Minneapolis and 
St. Louis. Approximately 
218,000 people work and live 
here .. . make it the 40th re- 
tail market in the nation. 


5,000 Watts, 1420 Ke, 
Basic NBC Affiliate 


8. J. Palmer, President 
Bury! Lottridge, Manager 


WOE 


WOC-FM 
DAVENPORT, IOWA 


National Representatives: 
FREE & PETERS, Inc. 
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indicates some ways that grocers 
can boost sales volume. 

The second and later phase of 
the campaign will go directly to 
consumers, building demand for 
carbonated beverages generally 
and supplementing advertising 
and promotion for individual 
brands. 


Describes Facsimile 

The Philadelphia Inquirer and 
its radio station, WFIL-FM, have 
collaborated in publishing a book- 


let containing: a practical account 
of the production of a facsimile 
newspaper, with information on 
the technical side as well as ques- 
tions of general policy. The book- 
let reproduces pages from the fac- 
simile edition broadcast by the In- 
quirer and WFIL-FM last May. 


Pearson Adds 4, Drops 2 


John E. Pearson Company, radio 
station representative, has been 
appointed to represent Stations 
KXOL, Fort Worth; KRRV, Sher- 
man-Dennison, Tex.; KELP, El 


Paso, and WHIZ, Zanesville, O. 
The Pearson company has also 
announced its resignation as na- 
tional representative of Stations 
WMLO, Milwaukee, and WINK, 
Fort Myers, Fla. 


Places 17-Page Ad 


The South Bend Lathe Works’ 
17-page, two color insertion in the 
October issue of Popular Me- 
chanics Magazine is thought to be 
the largest advertisement ever 
bought by a single manufacturer 
in a national consumer magazine. 


se 


Advertising Age, October 13, 1947 


Filling the last 16 pages together 
with the inside back cover, the ad 
amounts to a catalog of the firm’s 
entire line of metal working lathes 
and accessories. Lamport, Fox, 
Prell & Dolk, Inc., South Bend, 
handles the account. 


Heads Reingold Copy 


Stanley R. Graham, formerly 
on the copy staff of Kenyon & 
Eckhardt and before that with 
Grey Advertising Agency, has 
joined Reingold Company, Boston, 
as copy chief. 
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Names Wormuth 

Clarence E. Wormuth, formerly 
managing director of the Detroit 
Industrial Safety Council and 
Michigan Statewide Safety Con- 
ference, has been named public 
relations and sales development 
manager of the Michigan Insur- 
ance Agency, Detroit. 


Adds W. R. Mason 


William R. Mason, formerly 
with William B. Remington, Inc., 
Springfield, Mass., as a group di- 


rector on 15 accounts, has joined 
Geyer, Newell & Ganger, New 
York, as account executive on the 
Sloane - Blabon Corporation ac- 
count. He was formerly with 
Westinghouse Electric Corpora- 
tion and Fuller & Smith & Ross. 


Chilton Boosts Vallar 


William H. Vallar, assistant 
treasurer, has been elected treas- 
urer of Chilton Company, Phila- 
delphia, business paper publisher, 
to succeed the late William A. 
Barber. 


Canadian Farms’ 
Appliance Buying 
Plans Reported 


Toronto — The Agricultural 
Press Association has published a 
62-page report on the results of 
a survey made last spring of Cana- 
dian farm families’ ownership and 
plans to buy various home appli- 
ances, barn appliances, heating 
and plumbing equipment and 


building materials. It also covers 
plans to build new farm build- 
ings. 

The study shows that 82% of 
Canadian farm homes have radios, 
three-fourths battery - operated 
and of the “mantel” type. RCA 
Victor models are owned by 
12.4%, and Philco models are sec- 
ond, owned by 10.6%. About 10% 
of those with electrified homes 
plan to buy a new radio, compared 
with 15% of farm families with- 
out electricity. Figures are broken 
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SKHOLD 
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NOW COMPARE HOUSEHOLD'S 


LOWER COST PER 1,000 READERS 


get a ooky of WUSEHOLD 


WH Grand Mew adeets 6 


b ees HOUSEHOLD is putting on new 


clothes ... stepping ahead and 
maintaining its recognized leadership 
in the small city and town market. 
With its November issue, HOUSEHOLD 
continues its action-getting program 
of Idea Planned editorial pages... 
and with major improvements in 
format and design, readers are finding 
it even more stimulating . . . advertisers, 
even more productive. 


a 


HOUSEHOLD 


2,000,000 


buying action 


+ ot & Ft 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of action sor small cites and Toure. 


An all-time peak in circulation—over 


Highest market purchasing power in history 
in small cities and towns 


Idea-packed editorial pages to stimulate 


Greatest reader action and advertising 
response in HOUSEHOLD'S history 


esi acne Welt ise 
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down by provinces. 

Similar information is given for 
record players (although specific 
brands are not listed), for hot- 
plates, washers, vacuum cleaners, 
electric irons, refrigerators, toast- 
ers, ranges, pumps, furnace blow- 
ers, grates, water heaters and iron- 
ers, as well as for barn appliances, 
building materials, etc. 

The study is based on question- 
naire replies from 1,174 families. 
Canadian Facts conducted the 
survey for the association. 

Copies may be obtained from 
the association at 137 Wellington 
St. West, here. 


Woodward to New York; 
Griffin Succeeds Him 


Russell Woodward, executive 
vice-president of Free & Peters, 
now has headquarters in the New 
York office. Lloyd Griffin, vice- 
president, has succeeded him as 
manager of the station representa- 
tive’s Chicago office. 

John Grandland has been added 
to the sales staff in Chicago. 


The Most Startling 
Announcement on the 
Pacific Coast Today! 


_ 


ss IN THE WEST'S 
MOST STARTLING 
MARKET! 


For many, many months the 
Press-Telegram has been forced 
to turn down advertising, due to 
the newsprint shortage. It’s been a 
real headache, for everyone wanted 
to cover today’s Greater Long Beach 
Market, and share in expanded 
opportunities. 

Thanks to an adequate supply 
of newsprint which has made it 
possible to fill the needs of both 
local and national advertisers, 
SPACE IS NOW AVAILABLE .. . 
on a ‘wide open’ basis! (Leeway 
insertion privileges appreciated.) 
The Press-Telegram offers cover- 
age of better than two out of three 
homes, in one of America’s great 
markets! 


Press- 
Telegram 


LONG BEACH, CALIFORNIA 


Represented Nationally by 
Williams, Lawrence & Cresmer 
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44 
Develops Clothes Dryer 


Trilmount Products Company, 
Philadelphia, has developed a col- 
lapsible steel clothes dryer for 
indoor drying, which Consoli- 
dated Edison Company, New York, 
and its 950 cooperating appliance 
dealers will promote this fall, 
using newspapers and direct mail. 


nl 1flies? 
BLOOMINGDALE'S 


gets them by 
using 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 


Radio Luxembourg 
Makes Comeback; 
Time 60% Sold 


European Station 

Likes Advertising— 

in Every Language 
By MAURINE BROOKS 


New YorKk—Radio Luxembourg 
is probably the only station in the 
world which broadcasts singing 
commercials in four languages. 

For an American that would be 
no inducement to listen, but for 
regimented Europeans, to whom 
commercial broadcasts are a nov- 
elty, this alone might be a suffi- 
cient come-on to tune in the 


! powerful station. 


The last stronghold of private 


broadcasting in Europe, where 


1 art a 


radio is state controlled, Radio 
Luxembourg receives thousands 
of letters annually from France, 
Belgium, Switzerland and Great 
Britain. 


Study Shows Popularity 


A survey made in June of this 
year by Dorset & Co. of Paris— 
the Dr. Gallup of France—showed 
that the station has a potential 
listenership among 94% of the 
radio families in France and Bel- 
gium, which is 85% of the popu- 
lation of those countries. In each 
country, the researchers found 
that nearly half of the radio homes 
hear Luxembourg regularly. 

The following in Great Britain, 
Switzerland and in eastern Euro- 
pean countries was not considered 
in this study, but engineering sur- 
veys have placed the _ station’s 
coverage—based on signal strength 
alone—as high as 82% of all the 
radio homes in Europe. 


Uses 200,000 Watts 


On the air 17% hours daily, the 
200,000-watt station, which boasts 


INCREAS 


DEALER 


your actual expenditure. 


For more than a quarter century we have reg- 
ularly served leading merchandisers including 
Westinghouse, Frigidaire, Delco-Heat, Kelvin- 


ator, Shell, A & P, Pittsburgh 


Brothers Paints, Dupont and many others. Learn 
why. Write today for literature and instructions 
on how to set up a successful dealer sign pro- 


~ gram. 


THE 


E Y 
SALES 14.6%" . 
with ARTKRAFT . 


SIGNS 


Since they continue working years after they 
have paid for themselves—by investing only 
10% of your advertising budget annually in 
dealer signs, the fifth year you have the equiv- 
alent of an appropriation |'/2 times as great as 


ARTKRAFT* 


finish. 


e@ A heavy duty 


service. 
Paints, Lowe 


SIGN 


[—— THE FINEST SIGNS EVER PRODUCED == 
AT THE LOWEST COST IN HISTORY 


Certified audited records shows Artkraft* signs to be 
999/1000 perfect over a period of years. Exclusive Un- 
derwriter approved features include: 


@ Porcel-M-Bos'd letters raised out of heavy sheet steel. 
75% more attractive and legible. 


@ All-welded electrogalvanized frame construction. 


Bonderized and baked synthetic enamel or porcelain 


No exposed bolts. 


Removable streamlined front end permits access to 
sign for servicing without use of tools. 


@ Rugged copper bus bar replaces ordinary cable. 


@ The first positive tube mounting. Tube sections rest on 
(not against) tube supports. This provides a definite 
centering where tubes enter the sign, and makes un- 
sightly bushings unnecessary. 


hosphor bronze spring clip on the end 


of the electrode has a fork-like end opening for posi- 
tive contact with the bus bar and easier removal for 


Cold cathode fluorescent tube grid illuminates dealer's 
name panel, eliminating replacements. 


IMMEDIATE DELIVERY 


COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


SIGNS OF 
LONG LIFE* FOR 
QUANTITY BUYERS 


Y 


"Trademarks Reg. U.S. Pat. Off. 


**Proved by actual audited research. 


Lima, Ohio, U.S.A. 


900 Kibby Street 


neon signs. 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 


Lima, Ohio, U.S.A. 
Please send, without obligation, details on Artkraft* signs. 
( ) We are interested in a quantity of outdoor dealer 


( ) We are interested in a quantity of Porcel-M-Bos'd 
store front signs. 
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one of the most powerful trans- 
mitters in operation, broadcasts 
French half of the time, with 
English heard slightly less and 
German, Flemish, Danish, Polish, 
etc., filling out the remainder of 
the schedule. 

Currently about 60% of this 
program is sponsored, mostly by 
French advertisers. French com- 
panies also are the largest stock- 
holders in the Luxembourg Radio 
Company. English firms, reluctant 
to spend advertising money in for- 
eign markets because of the gov- 
ernment’s disapproval since the 
end of the war, are expected to 
fall in line now that the station 
has a British division, Radio Lux- 
embourg Advertising Ltd., which 
numbers a leading Laborite on its 
board of directors. 

Coca-Cola Company, B. F. 
Goodrich Company, Colgate-Palm- 
olive-Peet Company and Carter 
Products, Inc., are American ad- 
vertisers making a bid for Euro- 
pean customers via Radio Luxem- 
bourg at the moment. However, 
Guy Bolam, U. S. sales representa- 
tive for the station, expects some 
interesting announcements in that 
respect soon. 


Peulvey Heads Sales 

Lining up American sponsors 
for the station was one of the 
prime concerns of R. L. Peulvey, 
director general of Radio Luxem- 
bourg, during his recent visit to 
New York. 

Mr. Peulvey, a French Army 
officer who worked with the re- 
sistance forces during the Ger- 
man occupation and assisted 
SHAEF after the liberation of 
Luxembourg, has been master- 
minding the station for 12 of its 
14 years. 

Specifically, he was looking here 
for an advertiser to pay for a 30- 
minute weekly program, which 
would serve the combined pur- 
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pose of giving Europeans the best 
of American entertainment and 
informing them about this coun- 
try. 

“Those of our people in Europe 
who have never visited the United 
States know you only from the 
movies, where they see the In- 
dians, the gangsters and the movie 
stars, and from your troops,” he 
said in an interview here. 


Real Advantages Unknown 


' “We, of course, were overjoyed 
to see the troops who liberated us. 
But meeting people in uniform is 
not always a good way to judge 
them. 

“Too many of them think of 
Americans as people who are al- 
ways busy trying to make more 
money. They know little about 
your great musical organizations, 
your great libraries and other cul- 
tural advantages.” 

Outlining the format of the 
broadcast which would explain 
America to Europe, via transcrip- 
tions, he said: 

“For example, we build the 
show around the Boston Sym- 
phony Orchestra, the New York 
Philharmonic or some other group. 
In the middle of the program, the 
narrator talks to the people about 
Boston. Perhaps we could use an 
interview with an average citizen 
or a local celebrity to explain the 
way of life in that part of the 
world.” 


Confers with Other Officials 


Other projects which kept Mr. 
Peulvey busy during his visit to 
the United States were discussions 
with the World Wide Broadcasting 
Foundation on the possibility of 
obtaining a weekly transcribed 
program, with the National Broad- 
casting Company on program ex- 
changes, and with United Nations 
officials on regular pickups from 
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—Tenn. Conservation Dept. Photo 


The tawny leaves of dark-fired tobacco now being cut 
in Robertson County, Tennessee, make that the largest 
tobacco-producing county in the state, and Springfield, 
the county seat, one of the leading tobacco markets of 


the nation. Robertson County is also the state’s largest 
producer of wheat, and contains a number of important 


industries. The county is 


amply supplied with cheap 


TVA electric power. Robertson is one of the thirty-six 


blanketed by Nashville’s two great newspapers. 


| 
| 
| 
| 
| counties of the Nashville trading area—the rich market 
| 


NASHVILLE CITY ZONE POPULATION... .266,505 
NASHVILLE MARKET POPULATION....... 920,843 
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‘GOLDEN EGG'—In its first ad drive 

through Behel & Waldie & Briggs, Chi- 

cago, Clarke Sanding Machine Co., 

Muskegon, Mich., is boosting to deal- 

ers the rental profit angle of its floor 
sanding machines. 


their meetings. 

Radio Luxembourg, which had 
a magnificent war record, takes 
quite seriously its responsibility 
as a champion of free broadcast- 
ing on what is fast becoming a 
controlled continent. It is, how- 
ever, acutely aware of the fact 
that its listeners are sick to death 
of ideological preaching, whatever 
the color. The station’s aim is 
merely to illustrate by good pro- 
gramming the effectiveness of pri- 
vate enterprise. 

Radio Luxembourg’s commer- 
cial standards are much more 
stringent than those in the U. S., 
where broadcasters have been 
moaning over a three-minute ad- 
vertising limitation on a 15-minute 
show as set in the new NAB code. 


Held to 45 Seconds 


Maximum commercial time on 
a 15-minute program via Luxem- 
bourg is 45 seconds. Three min- 
utes is allotted to the sponsor for 
his sales message on a full hour 
show. And double spotting simply 
isn’t done. ; 

The disc jockey craze hasn’t 
spread to Europe yet, but audi- 
ence participation shows—nothing 
as uninhibited as “Truth and Con- 
sequences’—particularly talent 
scouting programs, are a_ big 
favorite. 

Luxembourg has no Mr. Hooper, 
but a good guess at its most popu- 
lar show would be the full hour 
session presided over weekly by 
Jean Jacques Vital, the station’s 
top comedian, who travels with the 
program throughout France and 
Belgium. The best amateur singer 
is selected during the first por- 
tion of the broadcast, then the 
comic takes over the mike, and the 
show ends with a quiz for college 


kids presided over by a local pro- | 


fessor. Cadoricin hair dressing, a 
French product, picks up _ the 
check for this one. 


Sales Are Tripled 


Not only a big hit with the 
audience, this show also has been 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, Inc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 


a joy to the sponsor, who re- 
ported that after five months on 
the air his sales were upped from 
15,000,000 to 43,000,000 units. 

Roja, another French brand of 
hair dressing, is the backer of the 
new Maurice Chevalier transcribed 
show which starts soon. 

Another smash hit is the travel- 
ing community sing broadcast, 
sponsored by Non Savon perfume. 
Approximate translation of the 
French title of this full-hour show 
is “As they sing in my neighbor- 
hood,” which is just what the 
people do when the broadcast— 
on one occasion it had to be re- 
peated three times to take care of 
the outsize studio audience—comes 
to town. 

Outstanding local talent is 
given a chance to take the spot- 
light. Feature of the show, how- 
ever, and one of the main reasons 
for its popularity, is a contest held 
in each community to select the 
unmarried girl who best typifies 
the spirit of neighborliness. To 


the grand prize winner, selected at 
the end of the year, goes 100,000 
francs as la plus chic fille upon 
her marriage. 


Joins Fishery List 

Tuna Fisherman & Canners Re- 
view, a new monthly covering ac- 
tivities of the tuna fishing and 
canning industry on the Pacific 
Coast, will appear about Oct. 25. 
Oscar de Beck is publisher and 
Louis F. Holtzman, formerly editor 
of Western Industry and bureau 
chief of the Wall Street Journal 
in Los Angeles, is editor. Offices 
are located at Broadway Pier, San 
Diego, Cal. 


NBC Ups Porteous 


Roy C. Porteous, audience pro- 
motion manager for NBC’s adver- 
tising and promotion department 
for the past two years, has been 
named manager of the advertising 
and prometion department. Mr. 
Porteous has been with NBC since 
1942, having worked in the na- 
tional spot sales department and 
the package sales division. 


Starts Retail Clinic 


The National Research Bureau, 
Chicago, has launched a retail 
clinic to serve department stores. 
The clinic will furnish department 
stores from coast to coast with 
weekly, monthly and periodical 
releases on the economic condition 
both nationally and _ regionally. 
Dietrich L. Leonhard, vice-presi- 
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dent and research director, will 
supervise the new clinic. 


Editorial Group Moves 


National Editorial Association 
and its business affiliate, News- 
paper Advertising Service, Inc., 
have moved their headquarters 
and central offices to 222 N. Michi- 
gan Ave., Chicago. 


Guild (— 


Lists 7 


The Key to 


Ss. 


Tell us about your 

_offer and we will 
recommend svit- 
able lists. 


NEW YORK * BOSTON + 
MINNEAPOLIS + 


BUFFALO + 
SAN FRANCISCO + 


CHICAGO + 
HOLLYWOOD + 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 
Advertising 


CLEVELAND * PITTSBURGH 
LOS ANGELES * DETROIT 


BOX-OFFICE BUILDERS. Recordings made at early re= 
hearsals of "Theatre Guild on the Air" help swell 
audiences for the Sunday show. Dramatic excerpts, 
featuring voices of the starred players, are fed 
to 244 ABC stations over a special wire and used 
by stations as "teaser spots." Program, now in 
third year of sponsorship by United States Steel, 
is also publicized with ads, publicity, displays. 
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WHAT THE DOCTOR ORDERED. Prescriptions are the 
lifeblood of a drug store—but hard to advertise. 
Rexall Drug Co., BBDO Los Angeles Client, sells 
its prescription service with this picture—caption 
series featuring its pharmacists at work. These 
well-read ads appear in newspapers in cities 


served by Liggett, Owl Drug Co., Sontag, and other 
Rexall chains. 


ADS THAT SAVED LIVES. Before all major holiday 
weekends this summer, Liberty Mutual, BBDO Boston 
client, ran full-page newspaper ads calling for 
caution on highways. These advertisements 
attracted wide press and radio comment, and coop— 
eration from motorists. This is example of how 
advertisers can tie in with Advertising Council 
projects while doing good turn for themselves. 


pA 


BECAUSE SHOOTERS' EYES are sharp to catch slight- 
est error in copy or art, ads of Remington Arms 
Company must be as accurate as their guns and am— 
munition. High readership is obtained by using ap- 
peals based on studies of shooters' wants. Treat— 
ment is varied according to whether advertisements 
are intended for hunting, farming, police, veter-— 
ans' or boys' magazines. 
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Plans New Magazine 


Industrial Publishing Company, 
Cleveland, will launch a new pub- 
lication, Applied Hydraulics, first 
issue to appear in January, 1948. 


HOSIERY 


Carrying the Most Product 
Advertising to Hosiery Mills: 
~ KNIT GOODS WEEKLY | 
Advertising 
to Retailers and Wholesalers: 
Monthly Hosiery Merchandising 

Section—edited solely for — 

Buyers of Hosiery 
NIT GOODS WEEKLY _ 
Madison Ave., New York 10 


Carrying Hosiery 


Consumer Credit 
1948 Total May 
Hit $30 Billion 


NEw YorK—Abolition of federal 
controls on consumer credit Nov. 
1 will probably lead to credit 
sales totaling $30 billion in the 
ensuing 12 months, according to 
Consumer Credit Publications in 
its current “Consumer Credit Let- 
ter.” 

The weekly letter to credit ex- 
ecutives points out that “‘institu- 
tionally, credit is being advertised 
broadly as a convenience and a 
means of acquiring needed or de- 
sired goods, services and luxuries. 
Railroad travel, vacation trips and 
practically every form of luxury 
is being promoted to easy terms, 


GIBBONS 
J. J. 


KNOWS 
GIBBONS LTD. avvenrtisine e 


CANADA 


HEAD OFFICES 200 BAY STREET TORONTO 


TORONTO + MONTREAL «+ 


WINNIPEG «© REGINA + CALGARY «¢ EOMONTON «¢ VANCOUVER 


in addition to the thousands of 
items of bulk merchandise nor- 
mally purchased through this 
method. Television is expected to 
be a boon to instalment selling, 
just as pianos, radios and refrig- 
erators led the pace in other eras. 

“Aggressive advertising and sales 
promotion is expected to continue 
throughout 1947 and well into 
1948. Solicitation of new ac- 
counts through newspaper adver- 
tising, radio, internal selling and 
outside canvassing will show an 
increase. With nearly $100 billion 
in consumer sales anticipated for 
1947, total credit sales for the typ- 
ical postwar year should amount 
to more than $30 billion annually 
on the historic ration of one-third 
credit sales to two-thirds cash 
sales.” 


Dower Joins WCCC 


Raymond H. Dower, formerly 
account executive in the New 
Haven, Conn., office of Albert 
Woodley Company, has joined the 
sales staff of Station WCCC, Hart- 


ford. 


the WME Advertising Guz Nb 


HOW DO YOU RATE AS AN ADVERTISING 


if 


Advertisements describing the Esterbrook Pen Company’s 
« Dip-Less Writing Set appear often in TIME for two of these 


reasons: 


A. Most of TIME’s more than 3,000,000 readers live on dry 


ERE’S A WAY TO TEST YOUR 


EXPERT? 
KNOWLEDGE. 


(Answers below, upside down) 


Bemis Bro. Bag Company advertises in TIME for three of 


these five reasons: 


A. To reach thousands of TIME-reading major executives in 
the many companies that package their products in bags. 

B. To reach hundreds of thousands of TIME-reading junior 
executives on their way up in those same companies. 

C. To convince brand-name pork packers that they should 


sell their pigs in Bemis pokes. 


D. To reach the 658,500 TIME readers who hold major or 
minor executive positions in the businesses and industries 
which could use Bemis bags in some operations. 

E. To teach large-quantity bag-users how to fold, stack, save. 


and use the bags they buy. 


land, usually write above water. 


B. TIME readers in business or the professions have 1 ,088,000- 
plus desks, are top pen-set prospects and top prestige builders 


for the pens they use. 


C. To register the Esterbrook name with U.S. atomic scien- 
tists, from whose ranks may well come the next big pen 


invention. 


D. TIME is read by more than half the head purchasing agents 
of America’s leading corporations—Esterbrook’s top pros- 


pects for bulk pen orders. 


E. To popularize their slogan, ‘‘Ester Brooks No Compe- 


O 


tition.” 


I. 


Glenmore Distilleries Co. advertises its ‘Aristocrat of Bonds,”’ 
Kentucky Tavern, in TIME to reach three of these groups: 


A. The thousands of TIME readers in Kentucky (all presume 


ably colonels). 


B. The many leading hotel, clubs and restaurant managers 


and owners who read TIME. 


C. The bartenders of the nation, whose recommendation sells 


many a jigger of whiskey. 


CJ 


D. TIME-reading families, who entertain 258,000,000 guests a 
year and can afford to serve fine whiskey. 
E. 870,000 businessmen TIME-readers, most of whom patron- 
ize the best bars and clubs, entertain frequently and are al- 
ways best prospects for quality products. 


You can do one thing with your advertising in many magazines. But you can do many 


———< things with your advertising in one magazine—because that one magazine has a —— 
primary audience of more than 3,000 ,000 people who are many things to any advertiser. 


Theres ALWAYS an EXTRA 
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YOUR 
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teaxher, Mane house, sometions, 
than they spend. mith you, 


Think of bow clowe that macher 
is ie your children. Haw she 

hor an opportunity fo knew them 
in 6 ditiesent way fom you — 

ta guide their development 

as they first try their wings 
away from heme: 


Think of how great her influence 
is — how apaded her patient 
understewiing during tendef, 
fnematiwe yoars. Think of how 
amportont she ie te year 

child's futuve and hence fo por 


YOUR CHILD MAY SUFFER 


Today there are not enough 
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coreful, untivadacl quidance 

at schosk 70,000 teaching 

fobs are vacant —~ 109,000 
teachers held oniy “Emergency” 
{subsiundend teanhing 

perasiie — 2,000,000 schuslage 
children are act in school. 
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Don't you want to know ber better? Hl 


? TEACHERS i 
ee o3* “ers 


ba ae 


Tews 


Ip 2 Council, on behalf of the national effert to improve aur schools. 


SUPPORT FOR TEACHERS—The Advertising Council is offering to advertisers 
this advertisement as one of a group prepared for its "Crisis in Education" 
campaign on behalf of the national effort to improve our schools (AA, Sept. 22). 


Philadelphia Uses 
Video as Bait 
for Democrats 


PHILADELPHIA — Not satisfied 
with having snared one major po- 
litical convention for 1948, the 
City of Brotherly Love is attempt- 
ing to lure the Democrats here, 
too. 

In this campaign much empha- 
sis is being placed on Philadel- 
phia’s facilities for television. The 
city’s two video outlets, WFIL-TV 
and WPTZ, are connected with 
New York, Washington and Sche- 
nectady via coaxial cable and 
microwave. 

To sell the Democrats a bill 
of goods, Roger W. Clipp, general 


manager of WFIL, has_ been 


named chairman of the radio-tele- 
vision committee of the All Phila- 
delphia Citizens Committee for 
the Democratic National Conven- 
tion. 

His argument: A Philadelphia 
convention can be televised on a 
network hook-up covering 13 east- 
ern states, an area that embraces 
163 electoral votes. 


Sachs Ad Copies Page 1 


Morris B. Sachs, Inc., Chicago 
neighborhood department store, 
ran an eight-page section in the 
Chicago Tribune Oct. 3 to an- 
nounce the opening of a second 
store. The first page of the ad 
copied the Tribune’s Page 1 with 
a news headline, “Morris B. Sachs 
Opens New Store on North Side,” 
and the last page was patterned 
after the mnewspaper’s picture 


page. 


Gaithom 


400 North Rush Street 


4 
Ghithorn FOR AD-SETTING 
GYeithorn FOR ENGRAVING 
Ghithorn FOR PRINTING 


¢ CHICAGO 11 « ILL. 
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ANA Members 
Incorporate Plan 
to Localize Ads 


ATLANTIC C1ry — Incorporation 
papers for the Distribution Coun- 
cil of National Advertisers, Inc., 
a non-profit membership organi- 
zation, have been filed with the 
New York Secretary of State at 
Albany, Marshall Adams, Mullins 
Mfg. Corporation, announced at 
the ANA meeting here. 

The new council will direct a 
plan to localize national advertis- 
ing through Western Union or 
some other national organization 
by providing where-to-buy-it in- 
fermation in 5,000 cities and 
tcwns. Membership is open to 
bcth ANA members and non- 
members among national adver- 
tisers. 

Mr. Adams is chairman of the 
/NA committee which has worked 
ca the plan for several years. He 
is also a member of the council’s 
temporary board of _ directors, 
which includes Frank Ennis, 
America Fore Insurance Group; 
I. W. Digges, ANA counsel, and 


Paul B. West and Fred Wahlstrom 
of the ANA. 


Meet in December 


Advertisers interested will meet | 
in New York the first week in | 
December to get the council go-| 
ing. As soon as 10 advertisers | 
join as charter members, Mr. 
Adams said, the corporation will 
formally start operations, and it 
will be self-supporting with 25. 
Mr. Wahlstrom will leave the ANA 
to become its managing director. 

Membership will cost $1,000 for 
each advertiser—who pays, how- 
ever, only when he starts using | 
the plan. In addition, there will | 
be a basic fee of $200 a month per | 
advertiser, or about four cents a| 
month for each of the 5,000 com- | 
munities covered, and each ad- | 
vertiser would pay seven cents a| 
call to the central organization for 
supplying the where-to-buy-it in- 
formation. 


More than a score of large ad-/ 


vertisers, with combined advertis- 
ing volume of $50,000,000 or more 
annually, have shown interest in 
the plan. 


‘New Yorker’ Boosts 3 


The New Yorker has appointed 
Richard E. Mann, formerly in 
charge of the Philadelphia terri- 
tory, to western advertising man- 
ager, with offices in Chicago. He 
succeeds Thurlow Brewer, who is 
retiring after 20 years. Joseph M. 
Flanigan will move from the Pitts- 
burgh territory to take charge of 
the Philadelphia area, and Wil- 
liam J. Conrad, formerly in New 
York, will replace him in Pitts- 
burgh. David D. Michaels, who 
recently joined the sales staff, has 
been placed in charge of book ad- 
vertising. 


Advertising House Elects 
Wilcox President 


Advertising House, New York) 
advertising agency, has elected | 
Ernest A. Wilcox, formerly vice- | 
president and treasurer, to presi- | 
dent; Robert Gaston, formerly | 
secretary, to vice-president and | 
treasurer, and Elizabeth Tyler, | 
formerly account executive, to. 
secretary. James W. Gillis, for-| 
merly with Ellis Advertising, has | 
joined the agency as account ex- 
ecutive. 

The agency has taken over the. 
printing, buying and preparation | 
of promotional material for Helena 
Rubinstein, Inc., on a service fee | 
basis, effective Oct. 1. 


Sales, Ad Club Forms 


The Sales and Advertising Ex- 
ecutives Club of the Paterson, | 
N. J., Chamber of Commerce held | 
an organizational meeting Oct. 8. | 


} 
| 


Austin Seeks Dealers | 


Austin Motor Car Company, 
Birmingham, England, is seeking 
dealerships in Canada through ad- 
vertising in newspapers from 
coast to coast. Four models will 
be shipped to Canada shortly, and 
a Canadian plant may be opened. 
McGuire Advertising Ltd., Wind- 
sor, is the agency. 


Promotes New Waltham 


A new Waltham watch for 
women, the “678,” is being ad- 
vertised in Canada for the first 
time in English and _ French 
jewelry papers. Advertising for 
the Waltham Watch Company 
Canada Ltd., Toronto, is directed 
by the Toronto office of J. J. 
Gibbons Ltd. 


Launches Sock Campaign 
Forest City Knitting Company, 
London, Ont., has launched a} 
series of ads in 22 newspapers | 
across Canada for Lyons of Lon- | 
don socks. Alford R. Poyntz Ad-| 
vertising Ltd., 
agency. 


London, is the | PAUL H. 


ee 
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MAKING FRIENDS 


WSBT covers a true cross-section of this country’s 
industrial - agricultural population. With increased 
power, WSBT gives increased service to farmers as 
well as city folks. The newest WSBT program, “Farm 
Report,” is aimed directly at the rich farm market. 

WSBT makes friends everywhere it goes. Today, 
with increased power and increased service, it is 


making them fast —in the city and on the farm. 


960 KC « 
NATIONAL 


cBSs 


RAYMER REPRESENTATIVE 


COMPANY, 


FEDERATED PUBLICATIONS 


INCORPORATED 


of Michigan 


The STATE JOURNAL THE HERALD ENQUIRER and NEWS 


LANSING 


GRAND RAPIDS BATTLE CREEK 


ee . a 
| | oN ee : 
| — uv. i 0 eh 
iaieinee : * (OES SU GE ay 
ee ON THE FARM, TOO 
| Zz. 
BWSBi 
\ — SOUTH BEN —~ 
t es = S000 WATTS i 
: | a pe 
| . 
| : es 
ers ‘ | 
2). | ; \ - 
ele- | Ve 5 s : 
\ila- VV . 2 
1 = 
= | . Arron . 
phia | \ ; men? ? —_ 
na 3 \ NI + 4 . eee 
aces y wan 
— a Q- FERY - 
—_ H sat wens " 
cs | q ENERAL Cur aTIVES . - 
- ad ee 4 G ESE Al o ae 
with 4 EPR \9 cise po 
| ; R t \, AN J cer, 
achs 5 Octobe SAN FR aa 2 ert 
a 4 % xe eres oy : 
med 4 eX ec Ney) AN . wee uae ra be 
- on? eae | 7 o\l pILANT® en th : a 
ai FO | q pete ait Oe we il wee = 
| a on oe wo “lis tis Pe Pe * i a 
| | i. 2 
} ) } 2 a Z 
| ze + 
| 
| a ee | 


48 
L ess ‘ S e ] I in Aut ° C opy Automobile advertising has changed 


perceptibly from prewar days. Gone 
are the appeals to price, and the lengthy copy stressing sales features. As shown in these 
representative full-page Saturday Evening Post ads from 1940 and 1947 issues, the ac- 
cent today is on quality, value, satisfaction, and style. Lincoln, for example, is using 
copy of extreme simplicity, with its slogan “Nothing Could Be Finer.” DeSoto has 


Lowest priced sedans in America 
hy, RI, INA of ave LO! 


STUDEBAKER CHAMPION 


© | betthe fori 


194) fhatoaes 


=. DESOTO 


owner vou mect whar he thinks uf his Hew ear, 


and so-o-0 to bed 


He will probably: savy as did the sweeping 
Majority in a national poll, “DeSoto is the best 
car beser eavined, Wee fhas tf pre “ Drive a 


new DeSoto vourself and voull know why. 


You'll be ahead 
with 


Mah 


this dream car» thas year’s style star... 


the retreshungly different postwar Studebaker 
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abandoned a multitude of arguments for ads pushing a single idea. Studebaker and 
Oldsmobile no longer feature prices. Nash has incorporated its emphasis on opera- 
tional economy in the general theme of how much pleasure a car can give its owner. 
Ford has passed over its prewar plugs on size, and has incorporated both the war- 
time and the postwar slogans. Plymouth has traded size and performance for a 
checklist of quality features, while Chevrolet has joined the more simple copy parade. 
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Better Planning 
Cuts Display Loss, 
ANA Meeting Told 


ATLANTIC Crty—‘“Waste in dis- 
plays is becoming less and less, 
because manufacturers are doing 
a better job of research, planning 
and offering of displays,’ W. L. 
Stensgaard of W. L. Stensgaard & 
Associates, told a “follow through 
to point-of-sale” session of the 
Association of National Advertis- 
ers’ meeting. 

Advertisers realize today, he 
added, that 50 or 70% waste is no 
longer tolerated. At most, 3 to 5% 
waste is high in a well planned, 
designed and merchandised 
“point-of-sale” program. 

Stores today will use: 

“1. Displays that bring a bene- 
fit. 

“2. Displays that fit store space 
and character. 

“3. Triple-threat displays that 
do a better job of merchandise 
presentation, assist in controlling 
inventory and do related selling. 

“4. Dimensional character dis- 
plays of wanted trademarks. 

“5. Displays coupled to ad and 
merchandising plan, again to fit 
store character. 


For Store Tie-ins 


“6. Display sketches and ideas 
with some materials, so store can 
fit them with their own ads and 
policy. 

“7, Displays that are functional, 
that have proved ability to in- 
crease sales per square foot and 
reduce cost per transaction.” 

W. J. Pierce of Northwestern 
Drug Company, a_ wholesaler, 
showed how his company “re- 
vised” manufacturers’ broadsides, 
“without the hooey,” to present to 
retailers only the facts of prod- 
ucts and programs. 

“In any program,” he said, “we 
must establish the ‘peg’ and get 
the program rotating around it.” 
He urged advertising executives 
to get out in the field with sales- 
men to find what retailers want 
and how retailers tie in—or not— 
with their programs. He men- 
tioned that five toothpaste com- 
panies last summer all promoted 
vacation specials to stores, with 
the same offer. 

E. L. Morris of Pabst Sales 
Company, Chicago, dramatized the 
fact that “national advertising is 
local” by taking from the audi- 
ence an ANA member who had 
never met him—wWilliam Drisler, 
Cannon Milis—and giving Mr. 
Drisler information about his own 
home and family and neighbors 
in Hewlett Neck, Long Island. 

Mr. Morris’ researchers called 
on 15 homes in Mr. Drisler’s 
neighborhood, found that 12 or 
89% regularly read the magazines 


in which Cannon Mills advertises; 
that 10 of these 12 families “con- | 
sidered Cannon the finest brand | 
of bath towels,” and that the three | 
families which didn’t read any | 
magazine on the Cannon list pre-| 
ferred other brands of towels. | 
Pabst has found that “the same | 
situation prevailed in each .. .| 
neighborhood in which Pabst. 
salesmen lived.” | 
Hunt Ideas for Salesmen 
Instead of “worrying too much | 
about color and format,” said L. P. 
Moyer of General Electric’s lamp 
department, “we sweat over ideas 
that are fresh enough and inter- 
esting enough to give our sales- | 
men a new slant on our adver-| 
tising.” 
The pattern for the semi-an- 
nual G-E lamp ad book, he ex-| 
plained, involves: | 
“1. Serious or gag cover. 
“2. Some new slant on our ad- 
vertising program. 
“3. The advertising schedule,” 


especially, how much on a local 
basis. 

“4. Samples of soon-to-appear 
magazine and radio advertising. 

“5. Our display advertising 
programs and how it ties up with 
national advertising. 

“6. A request for comment by 
means of a return post card on 
the back cover.” 

“Gags” for G-E become “gad- 
gets” for Minnesota Valley Can- 
ning Company. Ward Patton of 
the latter company described its 
series as gadget mailings to “keep 
the trade informed and interested 
in what we’re doing” and to 
“make a dime look like a dollar— 
through showmanship.” 

Minnesota Valley’s gadgets have 
ranged from glass eyes to spe- 
cially written sheet music, from 
wedding rings to bubble baths. 
Often these mailings ‘entail more 
work and time and pains to create 
and produce than a spread in Life 
or the Post,’ Mr. Patton ex- 
plained. 


pearance of the ads” to allow time 


“Each is sent out about. 
six weeks in advance of the ap-| 


for salesmen and the brokers to 
contact the trade, work out local 
advertising agreements and display 
plans, and get merchandising ma- 
terial in time. 

The gadget mailing list now 


‘covers 8,000 leading buyers, ad- 


vertising and other executives in 
the food industry. 

Among the results: 
of our customers who have ad- 
vertising facilities available tie 
in without special promotions, and 
52% of all advertising run in re- 
tailers’ copy on our brands use 
the mats suggested in the gadget 
mailings.” | 


Uses Plant City Message 


Leon D. Hansen of Batten, Bar- 
ton, Durstine & Osborn described 
a localized plant city newspaper 
campaign developed by this 
agency with American Radiator 
& Standard Sanitary Corporation 
to sell American Standard work- 
ers on the role of its advertising 
as “a maker of jobs.” 

For “The People of Tiffin” 


' (Ohio), for example, the company 


“Over 90% | 


, reproduced a magazine ad in full- 
page newspaper space. The copy 
said: “This advertisement in lead- 
ing national magazines reaching 
14,000,000 American families, 
| might just as well have been pub- 
‘lished by the people of this com- 
|/munity. Every consumer who 
| buys, as the result of this adver- 
tising, a lavatory bearing the 
'American-Standard mark of merit, 
|is contributing more money for 
| Tiffin workers to spend in Tiffin 
stores.” 


WGL Increases Power 


| Station WGL, Fort Wayne, Ind., 
/has increased its power from 250 
watts to 1,000 watts. The station 
‘is an NBC affiliate. 
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WJR Appoints Shawd 


Arch Shawd, formerly executive 
vice-president and general man- 
ager of Station WTOL, has been 
appointed sales manager of Station 
WJR, Detroit. 


Opens Frisco Office 

James A. Lunke & Associates, 
Seattle, advertising counselor, has 
opened a branch office in San 
Francisco in the 625 Market Street 
building, with M. Wheelock as 
manager. 


Hall Joins Biscayne 

Ben M. Hall, formerly director 
of public relations of Scripto, Inc., 
Atlanta, has joined Biscayne Ad- 
vertising Agency, Miami. 


“CONVENTION ANDEXW/BIT 
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Print of Sale 
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37 No. Wacker Drive .. . 
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What does it mean when an architectural magazine 


More than doubles its annual advertising volume in five years 


Carries 40% of the total advertising placed in national architectural magazines 


Leads the second publication by 20%, the third by 55% 


To Architectural Record’s readers it means that in the pages of the 


Record they see the greatest array of materials and 


equipment for architect-designed buildings to be found 


in any magazine —a market-place brought to the 


specification writer’s desk. 


To building product manufacturers and their advertising agencies 


the Record’s steady growth has a marketing signifi- 


cance, for it mirrors the growth of the building market. 


And it underscores the key place of the architect and 


engineer in the building market. 


To the men and women who select advertising media the Record’s 


established leadership — the fact that it carries more 
advertising from more manufacturers of building prod- 


ucts than any other publication in its field — means . . . 


“Workbook of the Architect- Engineer” 


119 WEST FORTIETH STREET, NEW YORK 18 
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Names Ellis Agency 


Ellis Advertising Company, 
New York, has been named to. 
handle the advertising of Leather- | 
craft Process. Magazine and trans- 
portation advertising will be used. | 


Appoints Foster | 


Paul W. Foster has been ap- 
pointed public relations director | 
of the Berkshire Hills Conference, | 
Pittsfield, Mass., succeeding Haydn 
Mason, who resigns Nov. 1. 

= | 
Appoints Suffens | 

Allyn M. Suffens, formerly copy | 
chief of McDonough-Lewy, Inc., 
Cleveland, has been named direc- 
tor of copy of Angelus Press, Los 
Angeles. 


AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- | 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


MAKES - 
MOVIES 


@AUNTZ-SHORE PRODUCTIONS. 6425 HOLLYWOOD BivD 
‘ HOLLYWOOD 28 Cae 


| 


Food Conservation Chief 
Wins Respect in Tough Job 
WASHINGTON—Make no mistake: 
Win or lose, Charles Luckman 
calls the turns on food conserva- 
tion. Luckman won the respect of 
President Truman by plunging 
manfully into his challenging as- 
signment. Presidential support 
enabled the food _ conservation 
chief to “sell” meatless Tuesdays 
and other food saving steps to his 
hesitant “citizens committee.” 
Since its arrival, the Luckman 
team from Cambridge and other 
parts has had to scrap some of its 
notions about “the government 
way of life.” Experienced gov- 
ernment personnel have supplied 
fresh perspective on the farm and 


By STANLEY E. COHEN, Washington Editor 


industrial parts of the job. Many 
of the ads, including four-color 
productions, prepared by the six 
Lever agencies during that first 
nightmarish weekend, must be re- 
vised. 

Savage questioning at his in- 
itial press conference dramatized 
to Mr. Luckman the hazards of his 
new job. The conference had 
been held against the advice of 
government press people who 
knew the “citizens committee” had 
agreed on little that its chairman 
could report. Unable to make a 
definite announcement, Luckman 
sounded more the bureaucrat than 
the bright young captain of indus- 
try. Nevertheless his patience and 
courtesy in the face of arrogant 


Meet The Man Behind the Scenes” 
on West Coasj... 


fy thers “Ss 
_ WESTERN 
AIR 


SOS ANGELES 
te PaRceree 
SERVER & Ease 


} 


@ He is W. W. ‘Doc’”’ Phipps. ''Doc’’ makes his headquarters 


in Los Angeles, but covers considerable West Coast territory 


in servicing accounts for the Thomson Symon Co. 


“Doc” claims that 


spot-’o-the-world” 


mands the best of everything— 
consequently, his efforts have cen- 
tered on our exclusive ‘“photo- 


plastic” process of 24-sheet poster 


reproduction. 


When famous West 


doff their hats to this photographic 


4-color process we know we've 


POSTERS 


THOMSON 


'@ 2 =e 


SALES OFFICES IN NEW Y 


his ‘garden 


market de- 


removed the last limitation in copy 
and art preparation for compara- 


tively short runs (50 to 500). 


“Doc” also knows when to com- 
bine photoplastic with our re- 


nowned GELKOLITE™ process, 


and this alone accounts for many 


Coast artists 


economies served up on silver 
platters to agencies and adver- 


tisers on the West Coast. 


*Patents held by this company. 
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questioning won the respect and 
sympathy of many. 
oe oo oo 

If meatless Tuesdays, distillers’ 
holidays, exhortations to farmers 
fail, expect more vigorous — and 
more painful—steps to save food. 
Feeding Europe this winter is 
viewed here as a life or death as- 
signment—as important to Amer- 
ica as to the Europeans who may 
otherwise starve. The ability of 
democratic elements in western 
Europe to withstand skilled tactics 
of national communist groups rests 
on our success in getting the food 
there—on time. 

According to authoritative 
thinking, loss of western Europe 
to Soviet-dominated elements 
would force retreat of American 
troops from the continent. In such 
an event, it is said, we face, at the 
least, a continuous costly pre- 
paredness program. With Russia’s 
ego inflated, we more likely would 
face a third World War. 

oo a 

This same line of thinking is 
used to justify fulfillment during 
the next four years of the $16 bil- 
lion Marshall plan to put the eco- 
nomics of 16 distressed nations 
back in working order. While 
these expenditures and the result- 
ing drain on our productive ca- 
pacity are not pleasant to con- 
template, key congressional lead- 
ers fear to “throw Europe to the 
wolves.” The trend now is to “go 
along” on the Marshall plan, 
though the $16 billion fund may 
be doled out in fractional amounts 
as evidence shows Europe seri- 
ously trying to help herself. 


Since we are currently trying 
to curb our appetite, it is pleasant 
to report that the Agriculture De- 
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partment hopes that at some future 
time — say 1950 — wewill all be 
eating more than the record 
amounts we have been consuming 
this year. The department’s long 
range planning program, offered 
to a joint House and Senate agri- 
cultural committee hearing last 
week, calls for more corn, wheat, 
rice, citrus fruit, meat and milk 
than we consumed in 1946 —the 
year when per capita food con- 
sumption was already 17% over 
prewar. 
oF m % 

Commerce Department’s office 
of technical services has full data 
on a German “Magnetophone” 
system useful as a tape recorder 
and playback machine for radio 
broadcasters—or for office dicta- 
tion purposes. In one experiment, 
a battery of ‘“Magnetophone” ma- 
chines were set up as a “dictation 


pool.” By means of telephone 
dials, the busy executive could 
plug into one of the machines 


from any part of the plant. One 
supervisor remained on hand to 
keep all the recording machines 
supplied with tape. 
1 co bg 

Taxes promise to be a hot issue 
during the new Congress. Repub- 
licans are prepared to jam through 
income tax reduction, probably 
with a “community property” 
rider permitting husbands and 
wives to divide income for tax 
purposes. Such a bill, cutting 
sharply into income tax revenues, 
reduces the possibilities of excise 
tax revisions, sought by theater, 
automotive, fur and other groups. 

Another tax development worth 
watching will come into the open 
at House ways and means com- 
mittee hearings scheduled to start 


Nov. 4. Committee and Treasury 


Test your plan before you shoot 


Burgoyne test market cities are fair 
samples of the heavily populated 
areas of the United States. 
monthly analysis of sales and in- 
ventories gives you a ‘‘pulse’”’ of 


country and urban competition. 


It is wise to pre-test any merchan- 


dising plan. 


of our test markets. 


sound basis before merchandising 


on a regional or national scale. 


May we set up a research plan tail- 


ored to fit your problem? 


Burgoyne 


Dixie Terminal 


Use one or several 


Provide a 


ROCKFORD 


Leading industrial city, 
100 miles west of Chicago, 
close to the Dairyland of 
America. Diversified — in- 
dustry: machine tools, fab- 
ricated metals, automotive 
and airplane accessories, 
farm implements and fur- 


Our 


niture. 
Best 1947 population esti- 
mate: 111,395. There are 


257 retail grocery stores ‘n 
the city, and another 611 
grocery outlets in the near- 
by trading area. 

Best food newspaper: 
ROCKFORD STAR, 
REGISTER-REPUBLIC. 
Serves thirteen of richest 
Illinois and Wisconsin 
counties. 


elaine: cold 


Cincinnati 2, Ohio 
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experts are said to be preparing , 
suggestions to eliminate the con- 
troversial tax differences of part- 
nerships, proprietorships, coopera- 
tives and corporations. 
oo Do 

Builders point gleefully to the 
million-a-year rate of housing 
construction. That’s 330 houses 
completed every eight hours a day, 
says the statistically minded Na- 
tional Association of Home Build- 
ers. Fabulous construction activi- 
ties eat up supplies at alarming 
rates. Builders are now asking | 
the joint congressional committee | 
under Rep. Ralph Gamble (R., | 
N.Y.) and Sen. Joseph McCartay 
(R., Wis.) to act as troubleshooter 
to break supply bottlenecks reap- 
pearing in nails, plumbing ma- 
terials and lumber. 


For some new perspective on 
wartime profits of manufacturers, 
see “Wartime Costs and Profits for 
Manufacturing Corporations: 


Successful Living | 
Is Subject of New 
Postum Premium | 


BaTTLE CREEK—Instant Postum | 
—half-century-old product manu- 
factured by the Post cereals di- 
vision of General Foods Corpora- 
tion here—has one answer to, 
“How to Get More Out of Life,” | 
which it will offer in large-space 
advertising in women’s magazines | 
and mass circulation weeklies, | 
and on its NBC Monday-through- 
Friday ‘Portia Faces Life” pro- | 
gram. 

Christened the “Postum Plan! 
for Better Living,” GF is offering | 
a 64-page pocket-size volume) 
featuring the views of such well- 
known people as Gene Tunney, | 
Eddie Rickenbacker, Dale Car-| 
negie, Dr. Grace Langdon and Ann 
Delafield on “How to Get More| 


and a statement to the effect that 
the customer has purchased Pos- 
tum. Request coupons are con- 
tained in national advertisements 
and order blanks will be available 
through grocery stores. | 

A typical advertisement carries | 


the query, “Why is SHE such a 
/success?,” referring to a _ poised 


young lady presiding at a well-| 
appointed dinner table, and offers | 
the book “solely to introduce you | 
to Postum—and to the chance for | 
a better, more successful life!” 
Publication advertising is being. 
handled by Foote, Cone & Belding, 
with the “Portia Faces Life” pro-| 
gram by Benton & Bowles, New | 
York. 


AMA Group Elects 


The Ohio Valley chapter of the | 
American Marketing Association | 
has elected B. L. Schapker, of | 
Kroger Company, president. Other | 
officers elected are: Vice-presi-| 


| 


Merriken Advanced 


C. W. Merriken Jr., sales rep-| 


resentative of the Simmons- 
Boardman Publishing Corporation, 
with headquarters in Chicago, has 
been named sales manager, rail- 
way publications, eastern district, 
with headquarters in New York. 


Y&R Promotes Webb 


_ James D. Webb, account execu- 
tive of Young & Rubicam, New 
York, on the appliance and mer- 


/chandise department of General 


| 


Electric Company, has been named 
a vice-president and account su- 
pervisor of the agency. 


monthly rates. 


We pick up and deliver copy and layouts, radio scripts, record 
players and transcriptions, presentations and display easels, tickets 
and luggage. We pick up from, and deliver mail to, all main 
and branch post offices. We deliver mail, air freight, to and from 
all trains and airports and your office. Dozens of services fit in 
with your requirements, including complete office removal and 
replacement. Let us survey your needs and furnish weekly or 


1941-1945,” published by FTC last 
week. Based on data supplied to 
OPA by over 4,000 corporations, 
the report shows net income after 
taxes in most industries during 
1942, 1943, 1944 and 1945 well be- 
low 1941. Outstanding exceptions 
among 22 industry groups were in 
smaller companies in foods, bev- 
erages, tobacco, rubber, printing 
and publishing, automobiles and 
equipment, and transportation 
equipment. 
* % 

Around the town: Rural Elec- 
trification Administration says 
central station power services 
were extended to a record 400,- 
000 farms in the year ending June 
30, 1947. With 3,574,641 farms 
now served (61%), REA _ says 
there are 2,250,000 farms to go. 

. War Department reports that 
Pacific Coast women are taller 
than those from other sections, 
though women from all sections 
of the U. S. apparently have about 
the same average weight. Those 
figures are a byproduct of research 
to improve buying habits of the 
Women’s Army Corps. War De- | 
partment used 64 different body 
measurements to weed out un- 
wanted sizes and assure better 
fitting clothes for its girls. 


Form Charleston Agency 


Harry L. McNeill, formerly art 
director of Advertising Service 
Agency, and Roy N. Bullen, for- 
merly advertising manager of Sta- 
tion WBHF, have formed a com- 
mercial and advertising agency at 
56 Broad St., Charleston, S. C., 
under the name of McNeill & 
Bullen. 


Airequipt Appoints 

Airequipt Mfg. Company, Mount 
Vernon, N. Y., manufacturer of 
photographic equipment, has ap- 
pointed Seymour Kameny Asso- 
ciates, New York, to handle ad- 
vertising and promotion. Con- 
sumer and business publications 
will be used. 


Camtield Elects Officers 


Harold C. Genter has been 
elected a director and chairman 
of the board of Camfield Mfg. 
Company, Grand Haven, Mich. 
Lawrence V. Meyering, secretary- 
treasurer and general counsel, has 
been appointed president, and 
G. R. Van Aartsen was named 
secretary. 


Appoints Hoyt Agency 

Charles W. Hoyt Company, New 
York, has been named to handle 
the advertising of Homeguard 
Realty Corporation, builder of 
Customized homes in the Norgate 
development in Roslyn, Long 
Island. 


Ganley to Fitzgerald 


Fitzgerald, Inc., Providence, 
R. I., has been named to direct 
the advertising of Ganley Com- 
pany, manufacturer of religious 
goods. Catholic magazines and 
newspapers in the East and Mid- 
west will be used. 


Out of Life.” |dent, R. R. Sharrock, University 


: F _of Cincinnati, and secretary-treas- | 
The book is available upon re-| yrer, W. H. Starkey, Cincinnati | 


412 N. WELLS ST., CHICAGO 


quest, accompanied by 10 cents | 


Enquirer. | 
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Rurally Rich... 
Politically Powerful 


cereals . . 


Pennsylvania farm families eat pretty much 


like other well-to-do folks. Popular brands of easy-to-serve 


. and other advertised breakfast foods 


are enjoying wide popularity. 


It is the same way with cars, homes and the 


things other influential families enjoy. Pennsylvania 


farm folks can and do buy everything they need 


and want. They are mighty important factors 


in every merchandising picture. 


You can reach this rich market quicker, easier, and 


at low cost through Pennsylvania Farmer—their own 


local news farm paper that gets first attention and 


reaches more than 70% of the farm families in Pennsylvania. 
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Paxton Advanced 


Rex Paxton has been oromotea SUGY of Business 


from assistant sales manager to} 
director of sales of Kalamazoo. 
Stove & Furnace Company, Kala- | 
mazoo, Mich. 


Opens New Sales Offices 


National Fastener Commeneiien | 
has established new sales offices | 
at 232 Madison Ave., New York. 


NUMERICALLY 
BECAUSE OF 
ACCEPTED 
EDITORIAL 
CONTENTS © 


Building 
SUPPLY NEWS 
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Paper Readership 
Nearly Set to Go 


Management-Read 
Publications Also 
to Launch Survey 


ATLANTIC City—While a num- 
ber of technical and _ financial 
problems still remain, the con- 
tinuing study of business and 
trade papers has now been ad- 
vanced to the point where a defi- 


nite time for the studies will prob- | 


ably be set up by next spring, | 
J. F. Apsey Jr. told the industrial | 


| Theodore 
|/Powder Company. 


/administrative committee for the 
study, presented a detailed report 


of progress in conjunction with 
A. W. Lehman, managing director 
of the Advertising Research Foun- 
dation, and Prof. D. B. Lucas, 
technical director of the ARF. 
The same session was told of 


-another readership study which 


s rapidly approaching reality by 
Marvin of Hercules 
Mr. Marvin 
reported that representatives of a 
group of management-read pub- 
lications, the Four A’s and the 
ANA, have reached an_ under- 
standing which is expected to lead 
to a study of such management- 
read papers in an effort to de- 
termine whether executives read 
this type of publication, including 
the advertisements. 


ABP to Continue Aid 


Mr. Apsey reported that the 


session of the Association of Na-| Associated Business Papers, which 


tional Advertisers here Tuesday. 


Mr. Apsey, who is advertising | on 
| studies 


|/manager of Black & Decker Mfg. 
Company and chairman of the! papers, including two pilot studies 


has financed preliminary studies 
the continuing readership 
of business and_ trade 
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—one on Foundry and one on 
Chemical Engineering—has agreed 
to continue financing exploratory 
work until a definite program has 
been set up. 

The objectives of the continuing 
study are to determine how many 
people (including pass - along 
readers) read a particular issue 
of a particular business paper; to 
classify these readers according 
to their business functions and 
buying influence, and to determine 
how extensively business paper 
advertising is read. 

The two pilot studies already 
made have resolved many of the 
technical problems involved, and 
have demonstrated the feasibility 
of getting personal interviews and 
collecting worth while information. 
While not all problems have been 
solved, solution is definitely in 
sight, and the committee hopes to 
present a detailed plan of opera- 
tion at the spring meeting of the 
ANA. 


Pilot Studies Described 


ANA members were given a 
quick picture of some of the find- 
ings unearthed in the two pilot 
studies by Mr. Lehman, who pre- 
sented this material for the first 
time to indicate the kind of in- 
formation that will be available 
when full scale operations are be- 
gun. Findings of the pilot studies 
are not being released, however. 

The study which Mr. Marvin’s 
committee is working on, and 
which would also be conducted 
by the Advertising Research Foun- 
dation, differs from the business 
paper study in that it is con- 
cerned with “general manage- 
ment” papers. Eleven publications 
of this type—Barron’s, Business 
Week, Chicago Journal of Com- 
merce, Dun’s’ Review, Forbes, 
Modern Industry, Nation’s Busi- 
ness, New York Journal of Com- 
merce, Newsweek, United States 
News and Wall Street Journal— 
have agreed to underwrite pre- 
liminary costs of $8,500. This 
study also would be concerned 
with determining who reads these 
publications, and how much at- 
tention they pay to advertising. 

A third research project dis- 
cussed at the session, which was 
presided over by Chester W. Ruth, 
Republic Steel Corporation, was 
the study of repeat ads made by 
an independent steering committee 
and first revealed before the Na- 
tional Industrial Advertisers As- 
sociation earlier this year. 

John C. Maddox, research di- 
rector of Fuller & Smith & Ross, 


Cleveland, ran through the find- 
ings of this study, which was de- 
signed to determine what hap- 
pened to readership when identical 
ads were run more than once in 
the same medium. 

It would be foolish to assume 
that ads can be repeated again 
and again without exercising 
judgment based on_ individual 
facts, but the study has demon- 
strated that, with common sense 
applications, ads can be repeated 
without losing readership, and 
with important savings in prepa- 
ration costs, Mr. Maddox said. 

Westinghouse, he reported, has 
already saved $70,000 in prepara- 
tion costs this year by repeating 
ads once or more frequently, and 
its total savings will be over $100,- 
000 for the year. 


Cites 1945 Expenditure 


In 1945, Mr. Maddox said, this 
Fuller & Smith & Ross client used 
2,562 pages in 197 business papers, 
for which it prepared 450 ads at 
a preparation cost of $156,600. If 
it had then followed its present 
practice of repeating ads, the 1945 
campaign would have required 
preparation of only 264 ads, with 
a saving of $69,480. 

The factor of memory of re- 
peated ads largely disappears after 
four weeks in the case of weekly 
publications, he said, but hangs 
on much longer with monthlies, in 
great measure because monthlies 
are not always read as promptly. 
An F&S&R study shows, Mr. Mad- 
dox reported, that among those 
who read a particular business 
paper, a two-color ad is likely to 
be seen by 29% while 18% read 
the headline, 11% start the copy, 
and 9% read most of the copy. 
This small percentage of “copy 
readers” helps explain why little 
is lost when ads are repeated, he 
said. 

L. Rohe Walter, director of pub- 
lic relations, Flintkote Company, 
presented a case history of the 
manner in which his company is 
training its own and its dealers’ 
salesmen for the competitive sell- 
ing era which has not yet arrived 
in the building field, but is sure 
to come sooner or later. 


Manuals Help Salesmen 


A series of sales manuals, pre- 
pared by Mr. Walter’s department 
and coordinated into personal 
training sessions, has succeeded 
in reorienting salesmen on the 
necessity for knowing their prod- 
ucts and knowing how to sell them, 


RIDE TO TWIN MARKETS... 


Ridin’ High" 
“Twin Market.” 


THE FARM AND CITY 
SALES VEHICLE 


that's the sales story of KFH clients in this 
Both city and farm folks buy over 750 million 


dollars yearly — and part of it can ‘‘ride’’ your 
way, too. Ask any Petry Office. 


THAT SOLID SECTION OF 
KANSAS RICHEST MARKET 
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he said. 

R. G. Simmons, vice-president, 
Meldrum & Fewsmith, told the 
group that export advertising can 
be made to pay handsome divi- 
dends—in many cases greater than 
can be expected from advertising 
—if it is used intelligently and 
well. He particularly urged ex- 
port advertisers to concentrate 
foreign advertising operations in 
the United States, and especially 
warned against turning advertis- 
ing allowances over to foreign 
distributors for use as they see 
fit. Such allowances are largely 
wasted, he declared. 

It is imperative to get informa- 
tion about your company to your 
employes, and this achievement 
in economic understanding re- 
quires constant, continuous effort, 
H. L. Curtis, assistant to the presi- 
dent of Shell Oil Company, told 
the group. 


Tells Shell’s Practice 


The problem of reaching em- 
ployes with facts about the opera- 
tion of business and the free en- 
terprise system is growing con- 
stantly, and must be considered 
against a background of three 
basic factors, Mr. Curtis said. 
These are: 

1. There is a worldwide trend 
toward socialism. 

2. The “boss” in American 
business finds it increasingly diffi- 
cult to maintain personal contact 
and neighborly friendliness with 
his workers as individual busi- 
nesses grow in size. 

3. There is increasing compe- 
tition from other sources for the 
opportunity to reach the worker’s 
mind—from labor leaders, pater- 
nalistic government, politicians, 
etc. 


Competition Beneficial 


“This important competition for 
the employe’s mind may prove 
beneficial to business in the long 
run,” Mr. Curtis said, “by forcing 
management to sharpen its wits 
and do a better job of communi- 
cating with its employes.” 

He outlined the specific steps 
which Shell uses to keep its em- 
ployes informed on the facts of 
business, including a variety of 
company publications, manage- 
ment letters, plant bulletin boards, 
meetings, etc. Among the unusual 
steps Shell takes to make its em- 
ployes recognize that they are 
“insiders” in the Shell picture is 
to post advance proofs of all ads 
on company bulletin boards, and 
also to post copies of all press re- 
leases before they are sent to 
local papers. 


JOHN J. GILLIN, prcsivenr 


REPRESENTED BY JOHN BLAIR & CO. 
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67 Stores Run | 


] r] 
Ads as ‘Mlle.'s | 

oe a 
Living’ Bows 

New YorK—Full-page newspa- 
per advertisements in 67 cities last | 
week greeted the initial issue of | 
Mademoiselle’s Living, 50-cent 
Street & Smith quarterly for young 
homemakers. 

The ads were run by depart- 
ment and home furnishing stores 
listed in the new magazine as its 
“mart.” All have assembled home 
furnishings featured in the issue’s 
long lead article on how one young 
couple, “Penny and Pete,” fur- 
nished an apartment for $2,500. 
The stores have been selected to 
offer items featured in the maga- 
zine. 

There is no advertising in the 
192-page issue. First ads will ap- 
pear in the February issue. Pub- 
lication will be Feb. 1, May 1, 
Sept. 1 and Nov. 1 next year, the 


dates fixed to take advantage of 


peak buying periods. | 
An offshoot of Street & Smith’s 
Mademoiselle, the new quarterly 
is aimed at young married couples 
interested in modern homes at 
reasonable prices, in efficient 
household appliances and furnish- | 
ings, and in homemaking hints. 


Adds Two to Staff; 
Gets Two New Accounts 


Frederick Gierman, formerly | 
with Blackett-Sample-Hummert, | 
has been appointed head of the! 
copy department of Showalter. 
Lynch Advertising Agency, Port- | 
land, Ore. Mary Helen Duffy, for- 
merly with Station KVAN, Van- 
couver, Wash., also has joined the 
agency. 

The agency has been named to 
handle the advertising of Lipman 
Wolfe & Co., Portland department 
store, and _ Billingsley Pontiac 
Motors. 


Joins Four A’s 
Deutsch & Shea, Inc., New York, 
has joined the American Associa- 


tion of Advertising Agencies. 


BARNES & REINECKE Siyling 


is built-in sales appeal 


This is the 1947 Toastmaster Auto- 
matic Pop-Up Toaster and its pack- 
age, restyled by Barnes & Reinecke. 
Since 1937 we have helped McGraw 
Electric Company keep Toastmaster 
and its package in step with chang- 
ing public taste. 

Let us show you other samples and 
suggest how we can design new sales 
appeal and utility into your product 
and package. We help keep your 
costs... and selling prices... at a 
minimum, too. Call or write today. 


OUR 13th GREAT YEAR © STAFF OF OVER 200 


BARNES & REINECKE, INC. 
DESIGNERS AND ENGINEERS 
234 E. Ohio St., Chicago 11, Illl., Del. 6350 


You, too, can sail ahead with a lot less effort if you 
pick the right spots. And that means looking be- 


neath the surface of national marketing strategy. 


Take, for instance, cosmetics—naturals, you might 
think, for across-the-board “national” advertising. 
Yet only five states of the 48 pile up 51% of all 
cosmetic sales. What’s more, the beauty-conscious 


women of one state may spend seven times as much 


All, Budinedd t# Local 


for cosmetics, per capita, as those of another. 


The reasons are many—but they all add up to an 
often-forgotten truth: markets are different. Find 
the ones where sailing is easy, and you’ve moved 
a long way toward lower sales costs, higher profits. 
And there’s no better way to exploit those low-cost, 


high-profit markets than through the precision con- 


trol of newspaper advertising. 


To help you find your high-potential markets, our 


sales analysis staff has a growing reservoir of mar- 


Burcau of Advertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


keting facts. A phone call or letter will start this 


help your way. Or as a starter, write today for a 


copy of our new booklet, Services Available to Ad- 


vertisers and Advertising Agencies, 


370 Lexington Ave., N. Y. 17, Caledonia 5-8575 * 360 N. Michigan Ave., Chicago |, State 868! * 240 Montgomery St., Son Francisco 4, Exbrook 8539 
prepared by the Bureau of Advertising and published by The Christian Science Monitor in the interest of more effective advertising 
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54 
Starts Research Unit 


Farnsworth Television & Radio 
Corporation, Fort Wayne, Ind., has 
incorporated the Farnsworth Re- 
search Corporation, a subsidiary, 


|to handle all research and patent | 
activities of the parent company. | 
E. A. Nicholas, Farnsworth Tele- | 
vision president, 
search company. 


heads the re-| 


BSS \ ee 
Jie 


(__S > Hm-m-m!... Must be a “SPEND-O-CRAT” 
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“AS greaTes 
ERICA rs OF YOU 


AGATINES WIL 
| pest casters 
tHE HO 


WHERE'S ST. NICK?—During a pause in the festivities of a sales meeting in 

New York, Samuel Youngheart, vice-president of Warwick & Legler, Roy S. 

Durstine, head of Roy S. Durstine, Inc., and George E. Mosley, Seagram's ad 

director, look at the company's 1947 Christmas ad. W&L has 5 & 7 Crown 
institutional; Durstine, V.O. and Ancient Bottle gin. 


Jay Names Goodman 

| Jesse J. Goodman, former direc- 
‘tor of advertising, promotion and 
‘sales for L. W. Foster Company, 
Philadelphia, has been appointed 
|director of advertising and sales 
/promotion for Stephen Jay Com- 
|}pany, New York, underwear 
manufacturer. 


Losey to Snow Crop 


H. Lane Losey, formerly with 
the copy staff of Batten, Barton, 
Durstine & Osborn, New York, has 
joined Snow Crop Marketers, New 
York, national distributor of frozen 
foods, as advertising and sales 


promotion manager. 


In reaching the HIGH SCHOOL MARKET 


is spelled 


ECHO / 


National ECHO.-.--That Is! 


1 you're trying to spell S-U-C-C-E-S-S in the important High 
School market, you'll find no better medium for your advertising 
message than THE NATIONAL ECHO. With a guaranteed paid 
circulation of 100.000, THE ECHO reaches teen-agers in schools 
throughout the United States. The NATIONAL ECHO is a di- 
gest of interesting features taken from high school publications 
all over the nation. Because the NATIONAL ECHO is edited by 
its subscribers, it’s a medium that builds an unusual amount of 
reader interest. Advertising success in this novel and efficient 


medium means more teen-age business for you. 


Write for further information or consult 


your advertising agency. 


NATIONAL : 


AMERICAN SCHOOL PRESS ASSN., STATE COLLEGE, PENNSYLVANIA 
New York Advertising Office—424 Madison Avenue 


Jantzen Reveals 
$1,000,000 Drive 
for ‘48 Garments 


PORTLAND, OrE.—Jantzen Knit- 
ting Mills, Inc., will spend more 
than $1,000,000 on advertising for 
its seven divisions in 1948, com- 
pany officials announced at the 
annual sales convention held here. 

Representing the largest adver- 
tising appropriation in the 29- 
year history of the company, the 
campaign will promote Jantzen 
knitted swim suits, sun clothes, 
dressmaker swim suits, sweaters, 
foundations, all sports-winter 
sports, and the specialty division. 

Details of the 1948 campaign 
were outlined at the convention by 
Don Kennedy, Jantzen sales pro- 
motion manager; David M. Bots- 
ford, president of Botsford, Con- 
stantine & Gardner, agency which 
handles the account; Ray An- 
drews, executive vice-president 
and head of Botsford’s Portland 
office, and Elizabeth Eyerly of 
New York, vice-president of Bots- 
ford and account executive for 
Jantzen. 


Foreign Salesmen Attend 


Sales representatives from all 
parts of this country, Canada, 
Australia, Cuba, Mexico and Costa 
Rica were present for the con- 
vention, the largest ever held by 
Jantzen. Highlights were the style 
showing of the 1948 knitted swim 
suits, sun clothes and dressmaker 
swim suit lines. 

Although Jantzen production is 
at an all-time high, merchandise 
will be on an allotment basis in 
1948, Jantzen officials announced, 
because demand still far exceeds 
supply. Up to 1941, Jantzen had 
made a total of 12,000,000 gar- 
ments. Between 1941 and 1947, 
17,500,000 were manufactured and 
with recent plant additions and 
improved facilities, officials expect 
a marked production increase in 
the next few years. 

This is the first year since 1937 
that the Jantzen convention has 
been held in Portland instead of 
Chicago. At the time of the last 
convention in Portland, Jantzen 
production was confined to knitted 
swim suits alone. Today there are 
seven divisions and in addition to 
the parent factory in Portland, 
there are plants in Vancouver, 
Wash., Philadelphia, and Dover, 
N. J., as well as many foreign 
plants. 


Launches Slip Campaign 

Beaunit Mills Ltd., Toronto, has 
launched a newspaper campaign 
for its new Fluid-Form half slip. 
E. W. Reynolds & Co., Toronto, is 
the agency. 


Liggett Joins Four A’s 
Carr Liggett Advertising, Cleve- 

land, has joined the American As- 

sociation of Advertising Agencies. 
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Einson-Freeman to Use 
Animating Devices 

Einson-Freeman Company, Long 
Island City, N. Y., has acquired 
the sole license in the lithographic 
field to use patented Ruckelshaus 
display animating devices, includ- 
ing an inexpensive, battery-oper- 
ated pendulum type as well as a 
costlier “plug in.” 

The display animating devices 
are the products of the Madison 
electrical products division of 
Ruckelshaus Company, Madison, 
N. J. 


Promotes Buchoz 

Roy A. Buchoz, vice-president 
in charge of sales promotion and 
company relations, has been ap- 
pointed executive vice-president 
in charge of administration, sales 
and distribution of R. C. Allen 
Business Machines, Inc., Grand 
Rapids, Mich. 


‘Camera’ Opens Contest 


Camera, Baltimore, has an- 
nounced a series of monthly 50th 
anniversary $10,000 prize contests 
for all photographers who are 
members of camera clubs. 
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Quinn Forecasts 
Record Sales Year 
at AGA Meeting 


CLEVELAND—A_ $4,000,000 ex- 
penditure in the next 12 months 
to promote gas sales and ranges 
was envisaged here last week by 
John J. Quinn, vice-president of 
Boston Consolidated Gas Company 
and chairman of the advertising 
committee of the American Gas 
Association, at the AGA conven- 
tion. 

About 60% of this amount 
would go for newspaper advertis- 
ing, principally by gas companies 
and the remainder by manufactur- 
ers and dealers, he said. Mr. 
Quinn predicted that the coming 
year would see more ranges sold 
than the record year, 1941, when 
2,278,000 were marketed. 

In discussing AGA’s national 
advertising campaign, he reported 
that $5,000,000 has been spent in 
the 11 years since the association 
decided to advertise. He also re- 
ported the results of a survey 
made by Elmo Roper, Inc., which 
disclosed that housewives want 
nine specific things from a range, 
and declared that on each point 
“gas has got it.” 


Thirteen in Drive 


Mr. Quinn cited the 13 manu- 
facturers of ranges who have so 
far joined with AGA in the “gas 
has got it” drive. They are Ameri- 
can Stove Company; Caloric Stove 
Corporation; Cribben & Sexton 
Company; Estate Heatrola division 
of Noma Electric Corporation; 
Gaffers & Sattler; Glenwood 
Range Company; Grand Home 
Appliance Company; O’Keefe °& 
Merritt Company; Robert & Man- 
der Corporation; Geo. D. Roper 
Corporation; Standard Gas Equip- 
ment Corporation; Tappan Stove 
Company and Western Stove Com- 
pany. 

The AGA also heard a blister- 
ing criticism of slipshod advertis- 
ing from Harry Boyd Brown, 
president, Good House Stores, 
Philadelphia. 

Working from the now-familar 
text that the “buyer’s market is 
here,” Mr. Brown reminded the 
group that they would now deal 
with “the most sophisticated, cyn- 
ical, discriminating buying public 
in all business history.” He said 
selling movement must be rapid, 
and that advertising and merchan- 
dising must “acquire a quick ef- 
ficiency and productiveness to 
meet this faster tempo.” He 
recommended newspapers and 
radio, because they are fast and 
flexible, get quick buying action 
and are local. 


Knocks ‘Highbrow’ Copy 


Mr. Brown also described an 
average advertising man: “When 
he starts to write copy he forgets 
all about selling. He gets very 
highbrow. He uses super-digni- 
fied English of six and eight-syl- 
lable words. He gets poetic and 
epigrammatic. The average ad- 
vertising man starts his activity 
by getting a volume of Roget’s 
Thesaurus, another of Crabbe’s 
Synonyms, a huge dictionary and 
a copy of Thomas Babington Ma- 
caulay for style, and one of De 
Quincy because he used a little 
opium.” 

Further, he said, admen insist 
on using “deferred payments” and 
“budget plan,” and “that particu- 
lar advertising copy is read only 
by two people—the man who 
writes it and the man that pays 
for it, and then they wonder why 
it doesn’t bring the business.” 

The AGA elected the following 
officers: Hudson W. Reed, Phila- 
delphia Gas Works Company, 
president; Robert W. Hendee, 


’ 


Colorado Interstate Gas Company, 
Colorado Springs, 1st vice-presi- 
dent; Hugh W. Cuthrell, Brooklyn 
Union Gas Company, 2nd vice- 
president, and Edward F. Barrett, 
Long Island Lighting Company, 
Mineola, N. Y., treasurer. 

R. G. Barnett, vice-president of 
Portland (Ore.) Gas & Coke Com- 
pany, was elected chairman of the 
publicity and advertising com- 
mittee. 


- s a 

Change Airline’s Copy 

Mid-Continent Airlines, Kan- 
sas City, Mo., this month will 
shift its advertising copy to show 
schedules with pictures in news- 
column style, in 26 midwestern 
dailies. Bruce B. Brewer & Co., 
Kansas City and Minneapolis, has 
been named to handle the ac- 
count. 


Elects Charles Bolan 


Charles W. Bolan, head of his 
own agency in St. Louis, has been 
elected national director of Trans- 
america Advertising Agency Net- 
work. 


‘Friends of NYU’ 
Buy Mueller Co. 


New Yorx—Stock of the C. F. 
Mueller Company, Jersey City, 
N. J., which boasts the largest 
distribution and_ sales figures 
among U. S. macaroni products 
manufacturers, has been  pur- 
chased by “friends of New York 
University Law School.” 

The stock buying benefactors, 
who are remaining anonymous by 
choice, have reorganized the 80- 
year-old company as a non-profit 
corporation. All net profits are 
to be turned over to the law 
school. 

There will be no change in 
management or personnel under 
the new ownership, according to 
C. Frederick Mueller, executive 
vice-president. 

Advertising plans for the year 
also will remain unchanged, an 
official of Duane Jones Company, 
Mueller’s agency, said. The com- 
pany now sponsors thrice weekly 


newscasts over stations 
major cities, and is using adver- 
tisements in 22 dailies in metro- 
politan New York. 


Alexander Names Kumler 


John M. Kumler, sales contest 
counselor, has been named vice- 
president in charge of sales of 
Alexander Mfg. Company, Bloom- 
ington, Ill., manufacturer of pens 
and pencils. 
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THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1llinois 


SPARKLING 
HALFTONES 


THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
WHITEZALL S957 


Know Her Brand Preferences 


and Buying Habits for Food Products 


Also Sections 
Devoted to: 


® Soaps and Cleansers 


® Toiletries and 
Cosmetics 


® Beverages 
® Tobaccos 


® Home Equipment 


FOR THIS SECOND CONSUMER ANALYSIS 


OF METROPOLITAN INDIANAPOLIS 


75 Pages are devoted to surveying 66 types of food 
products alone. You'll also get the complete picture 


of family food-buying habits, brand preferences and 
store distribution in this major Midwest market. 


It's another service of The Star—an authoritative 


Milwaukee Journal type guide for manufacturers, 
distributors and agencies. 


Types of food products surveyed include: 


Compressed yeast, regular white bread, rye bread, 
regular flour, prepared cake flour, baking powder, pre- 


pared chocolate bits, 


gingerbread mix, pancake and 


waffle mixes, muffin mix, biscuit mix, pie crust mix, 
cake mix, coffee (regular), coffee (instant or soluble), 
package tea, tea bags, canned cocoa, chocolate 


flavored syrup, food drink powders and fruit flavored 


“ades." 


Also included are: 


Canned soup, dry mixes for soup, bouillon cubes, pea- 
nut butter, canned beans, canned luncheon meats, 
wieners, potato chips, canned tuna, canned salmon, 
vegetable shortening, bottled catsup, chili sauce, meat 
sauce, gravy mixes, prepared mustard, salad dressing, 


mayonnaise and margarine. 


Other food products are: 


Flavoring extracts, spices, sugar, syrups, tomato juice 
and other vegetable juices, orange juice, grapefruit 
juice, mixed orange and grapefruit juices, prune juice, 
fresh (quick frozen) foods, dessert powders, baby foods, 
baby cereals, macaroni or spaghetti, prepared macaroni 
and spaghetti dinners, chicken a la king, table salt, 
cream cheese, cheese spreads, other cheese in branded 
packages, canned milk, fresh milk, square or oblong 
crackers, round crackers, cooked breakfast foods and 


cold breakfast foods. 


Direct inquiries to Metropolitan Sunday Newspapers, Inca 
or Kelly-Smith Company, Star national representatives, 
or National Advertising Department, The Star 


THE INDIANAPOLIS STAR 
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Returns to Drug Field 


Harold B. Thomas has resigned 
as vice-president and treasurer of 
Pedlar & Ryan, New York, to re- 
turn to the drug business, with 
which he had been identified for 
many years. He is joining A. 
Richard Diebold, New York, in the 
acquisition and development of 
drug products. 


Drops Hat Account 


Westheimer & Co., St. Louis, has 
resigned the account of Rothschild 
Bros. Hat Company, St. Louis, 
maker of Wright hats for men 
and Stetson gloves for men and 
women. 


HOLESALER 
MARKET 


Hit the 


for variety goods, sundries, thru 


MODERN 


RETATLOING 


1250 wholesalers’ salesmen. 


a 
MODERN RETAILING 
250 Fifth Avenue, New York |, N. Y. 


Agency Men Tell 
What's the Matter 
with Advertisers 


ATLANTIC Crry—Blood pressure 
and costs can be reduced and ad- 
vertising results improved by 
closer and more intelligent coop- 
eration between advertisers and 
their agencies, a group of agency 
executives showed in both satiri- 
cal and whimsical vein before the 
meeting of the Association of Na- 
tional Advertisers. 

The theme was “How to get the 
most and best out of your adver- 
tising agency.” Dramatis person- 
nae were Phil Kelly, Lennen & 
Mitchell, who gave both prologue 
and epilogue; Allan Wilson of the 
Advertising Council, as an account 
executive; Sanford Gerard, Len- 
nen & Mitchell, art director; Jack 
Robinson, Kudner Agency, pro- 
duction manager; Arno Johnson, 
J. Walter Thompson Company, re- 
search director, and Gerald Car- 
son, Kenyon & Eckhardt, copy 
chief. 
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ant 
THAT MIRROR) | 
THE MAGIC SPIRI 
OF CHRISTMAS. 


‘BLACK LIGHZ PRODUCTS 
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Send for FREE CATALOG “Colors that Sing”. 
describing Black Lights, fluorescent lacquers, crayon 
water colors and fabrics. Simple to use. Write toda 


BLACK LIGHT PRODUCTS | 


67 East Lake Street Chicago 1, Ill, 


The skits—which placed execu- 
tives of the mythical Atlas Widget 
Corporation in a highly unfavor- 
able light—were produced by Joe 
Moran, Young & Rubicam, aided 
by Gordon Kinney, Advertising 
Council. 


Men Are ‘Professionals’ 

Agency executives, Mr. Kelly 
concluded, are “professionals,” 
and should be treated as such. 
“Don’t create a ‘crisis’ every week. 
Take the agency into your con- 
fidence. Give them the full facts 
about your company. 

“An agency is no better than its 
clients. What kind of a client are 
you? 

“A good advertising manager 
and a good agency can be a very 
powerful team. They can literally 
dominate the advertising policies 
of a company.” 

“There are a good many ways 
of getting the most out of your 
agency’s art department,” Mr. 
Gerard said, “but I do not know 
of any more important to the ad- 
vertiser than simply knowing your 
art directors. If you will not 
listen to your art director in mat- 
ters of taste and seemingly ad- 
vanced art, and insist upon copy- 
ing the latest success as reported 
by Starch, for God’s sake tell him 
what you want him to copy.” 

There may be more immediate 
sales from bad layout and bad art, 
Mr. Gerard pointed out, but more 
long-term prestige from good lay- 
out and good art. 


Rockwell Would Do 


He mentioned one company, 
with “a perfectly good advertising 
manager,” which was _ spending 
$25,000 a year for art and “damn 
well wanted to know where the 
money was going.” Five artists 
whom Mr.. Gerard suggested were 
rejected in turn, because the com- 
mittee had never heard of any of 
them. When he finally suggested 
Rockwell Kent, they accepted him 
gladly, only to discover later that 
they thought they were buying 
Norman Rockwell. 

To save time and money, and 
get a better job, Mr. Robinson 
urged the advertising executives 
to let the production department 
in on a job before it has been 
scheduled for production. 

“There are certain things that 
can, or cannot, be done mechanic- 
ally. The production man knows 
what they are. He can be espe- 
cially helpful on those jobs which 


have to do with color, unusual 
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type arrangements, or fast, ex- 
ceptionally tricky production.” 


Criticizes Quick Surveys 


The tendency of some advertis- 
ers to rush a survey to “prove” 
something they want proved was 
derided in a skit, and later an- 
alyzed by Mr. Johnson, who found 
five common faults: 

“1. Asking for research to 
‘prove’ something, or lack of ob- 
jectivity in research; 

“2. Not thinking out, and defin- 
ing in advance, the purpose and 
probable application of the re- 
search. 

“3. Allowing 
and preparation. 

“4. Jumping to conclusions 
from inadequate sample or incom- 
plete data. 

“5. Lack of understanding of 
your agency’s research facilities 
and experience.” 

Mr. Carson dealt in parables. 
In the words of the apostle, Paul, 
to the Galatians, he told the ANA: 
“Whatsoever a man soweth, that 
shall he also reap.” And the most 
important thing for the advertiser 
to sow is strong cooperation with 
his agency. 


Lists 5 Copy Rules 


He made five suggestions for 
“getting better results from your 
agency’s copy department: 

“1. Good copy usually rests on 
facts, facts, facts. Feed your copy 
department facts the way you put 
the grain to your beef cattle. 

“2. Plan ahead—give your 
agency enough time to do the job 
right the first time. 

“3. Define your goals. The 
agency is an instrument for carry- 
ing out policy. 

“4. Keep an open mind. 

“5. Tighten up your liaison. The 
bigger your company, the more 
likely it is that each department 
is a compartment. Make sure that 
information moves freely to the 
right people, and then on into the 
agency.” . 


insufficient time 


Plans Shampoo Promotion 


Packer’s Ltd., Montreal, through 
J. Walter Thompson Company, 
Montreal, will promote its new 
Super-Cream shampoo in news- 
papers across Canada. Seven small 
teaser advertisements and the in- 
troductory copy will appear in 
the same issue. The teasers will 
carry the page number, and a 
coupon for a trial tube of the 
shampoo will be incorporated in 


the large announcement. 


"RAMON 
MAN 1 


The Philippines—Pearl of the Orient—bought 
$400,000,000 worth of American goods in 1946, in 
spite of U. S. production shortages and export lim- 


itations. 


And the buying spree in the Philippines has just 
begun. Present buying is at a rate more than double 


that of 1946! 


The Philippine market is effectively covered by the 
ten Ramon Roces Publications, with a combined 


readership of over 2,000,000. 
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and you don’t have to dive for it! 
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Each of the Ramon Roces Publications blankets a 
particular dialect sector—a specific income group— 
a determined intelligence level. Unequalled in the 
Islands’ publishing picture, this one group of publi- 
cations influences the reading, thinking, and buying 
habits of the best 2 million of the 18 million Filipinos. 


Here is a market ready to be tapped through the 
Ramon Roces Publications. You don’t have to dive 
for this unmatched pearl—just communicate with us. 


PUBLICATIONS * 


ILANG-ILANG 
¢ PILIPINO KOMIKS * BANNAWAG « 
HILIGAYNON « DAIGDIG « THE WOMAN’S HOME JOURNAL 
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Names Weber, Mashbir 


Harold D. Weber, formerly gen- 
eral manager of the Oakland 
Chamber of Commerce, has joined 
Pacific Broadcasting Company, 
San Francisco, as general man- 
ager of its proposed multi-station 
operations in California. Forrester 
Mashbir, formerly director-writer 
of music productions in the pro- 
gram department of DuMont Tele- 
vision in Washington, has been 
named program director of Sta- 
tion KSFH, Pacific’s FM outlet in 
San Francisco. 


WHEC Increases Power: 


Station WHBC, Canton, O., has 
increased -its operating power 
from 1,000 watts to 5,000 watts. 
The station has also issued a new 
rate card, which became effective 
Oct. 1. 


Adds New Division 

Packard & Packard, Los Angeles 
agency, has established a motion 
picture division headed by Stephen 
E. Reymer. 
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fueloil @ oil heat 


LOOK AT ALL 
FIVE! 


rtant facts about FUEL- 
OIL HEAT revealed by 
a gurvey conducted by FACT FIND- 
DERS, Inc.: 


Five im 


OIL AN 


of FUELOIL AND 


No. 1. Each co 
" OIL HEAT is read by an 


average of 3 (plus) persons 
in the oilheating and fuel- 
oil business. 


. 21% of all retailers and job- 
bers who read the paper 
take it home to read. 


The average life of a copy 
12 days—before filing. 


The average reading time 
spent on a copy is 2.4 hours. 


. 74% keep a file of the maga- 


zine—the oldest encountered 
being 14 years old. 


Write for further details about this 
profitable market. 


FUELOIL & OIL HEAT 
232 Madison Avenue 
New York 16, N. Y. 

LExington 

2-4566 


: The a. . t publicati in an indust 
which is selling annually to the U. S. public 
~ $190,000,000.00 worth of new ocilheating in- 
_ stallations 


© § 12,000,000.00 worth of replacements 
| $ 13,000,000,00 worth of parts 

| § 28,000,000.00 worth of maintenance services _ 
_ $400,000,000.00 worth of house-heatiny oils 
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23> PEGGY SAGE G bia 
SURPRISE—Color pages in seven na- 
tional magazines vile feature Peggy 
Sage's “mystery” package, a book- 
shaped container for lipstick, with a 
“surprise ending"—a special size bottle 
of nail polish, amounting to a $1.60 
value for $1. Abbott Kimball Co., 

New York, is the agency. 


CCNA Threatens 
Legal Action on 
Co-op Ad Abuses 


Cuicaco—Cooperative advertis- 
ing and double - billing practices 
came in for some rough treatment 
at the hands of the Controlled- 
Circulation Newspapers of Amer- 
ica during the group’s annual 
meeting here Oct. 3-4. 

Members of the organization ex- 
pressed open annoyance over the 
inequities and discriminations in- 
volved in cooperative advertising 
“as practiced by some national 
advertisers.” The CCNA agreed 
that some co-op ads are only a 
method of circumventing national 
rates, and threatened legal action 
where necessary to correct the 
situation. 

Although still young, (the 
CCNA was founded in 1942 with 
14 members) the group now num- 
bers 103 publishers of 160 com- 
munity, shopping and other news- 
papers giving controlled, blanket 
circulation. The organizéd papers 
have a 7,000,000 weekly circula- 
tion, and the estimated potential 
membership has a circulation of 
about 20,000,000. 


Would Stabilize Rates 


General objectives of the CCNA 
since its inception have been to 
improve circulation methods and 
stabilize the advertising rate 
structures of its segment of the 
press. Two years ago, it brought 
out a rate and data service on its 
member papers, and is experi- 
menting with circulation audits 
which would be acceptable to ad- 
vertisers and agencies. 

Herbert G. Pillen, president, dis- 
cussed the possibilities of legal ac- 
tion to end double-billing, as well 
as to prevent some manufacturers 
from instructing their dealers not 
to use the controlled - circulation 
press for cooperative ads. 

Robert Flanagan, assistant ad- 
vertising manager of Motorola, 
Inc., came into the ring from a 
neutral corner with a plea for 
teamwork among manufacturer, 
agency, distributor, retailer and 
newspaper, citing his company’s 
policy of supporting dealer recom- 
mendations in newspaper selec- 
tion, whether the paper is free or 
paid circulation. 

As a result of the discussion, an 
ethics committee was established 
under Elliott Cushman, San Diego 
publisher, to work with Better 
Business Bureaus toward setting 
up criteria for rectifying double- 
billing headaches. 


Salisbury to Kiwanis 

A. L. Salisbury has been ap- 
pointed advertising manager of 
Kiwanis International, with head- 
quarters at 520 N. Michigan Ave., 
Chicago. 


Asks More FM Power 


Midland Broadcasting Com- 
pany, Kansas City, Mo., operator 
of KMBC and KMBC-FM, has ap- 
plied to the FCC for authority to 
mee its FM power to 465,000 
wa 


Heinz Promotes Watts 


C. J. Watts has been promoted 
from manager of the Cincinnati 
sales branch to sales promotion 
manager of H. J. Heinz Company, 
Pittsburgh. 


Esso Plugs Satety 

Esso Marketers aired more than 
1,000 safety reminders on “Esso 
Reporter” programs during Na- 
tional Fire Prevention Week. The 
schedule was broadcast over 40 
stations from Maine to Louisiana. 
Marschalk & Pratt, New York, is 
the agency. 


McGraw Appoints Evans 
Henry S. Evans, veteran news- 


paper and public relations man, 
has joined McGraw-Hill Publish- 


. 


ing Company, New York, as pub- 
lic relations manager for Business 
Week and Science Illustrated. Mr. 


| 
| 


bureau of the Chinese News Serv- 
ice in Chicago before joining the 
AAF as a public relations spe- 


Evans was director of the midwest | cialist. 


RAPID COPY SERVICE 


123 North Wacker Drive 


The black IS black and the 
white !S white in RCS qual- 
ity photostats. 


Quick Service__—STAte 5977 


Chicago 6 


KXOK ALONE DELIVERS OVER *22.1% OF THE LISTENING 


AUDIENCE “MORNING - NOON : NIGHT”’ IN THE THIRTY COUNTIES 


KXOK has an aggressive boarding-house reach when it comes to 
gathering in listeners for your advertising dollar (Bless that clear 
signal at 630 on the dial!). In the thirty sales-ripe counties ready 
for profit picking within a 100-mile radius of St. Louis, KXOK alone 
delivers over 22.1% of the total listening audience (Bless that clear 
signal at 630 on the dial!). Twenty other stations from near and far 
divide up the rest. When you compare KXOK’s reach and low 

rates — it’s easy to understand why K XOK is the St. Louis station 
that really rates with advertisers marketing in St. Louis and the thirty 
satellite counties that add almost a million population to the St. Louis 
market potential (Bless that clear signal at 630 on the dial!). 


SURROUNDING ST. LOUIS 


Based on a comprehensive coincidental survey in the thirty 
lush counties surrounding St. Louis. Over 109,000 calls 
were completed by Edward G. Doody and Company. Write 
KXOK for a summary of this revealing County Coincidental 
Survey — or call your “John Blair Man,” with offices con- 
veniently located in New York, Chicago, Detroit, St. Louis. 
San Francisco and Los Angeles. 


ST. LOUIS 1, MO. «+ CHESTNUT 3700 
630 KC « 5000 WATTS «+ FULL TIME 
Owned and operated by the St. Louis Star-Times 
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Calvert ‘Switches’ 
Its ‘Switch’ Ads 


New Yorxk—Calvert this month 
will “switch” its “switch” ads so 
that hereafter they will carry a 
photogaph of the “switcher” along 
wih his name and address. For 
several months, the company has 


been building its campaign for|- 


Calvert Reserve whisky around 
real persons who testify that they 
have changed to Calvert—and ex- 


82 Wall Street, New York 5, N.Y. 


plain why. 

Ads will continue to run several 
times weekly, with two or three in 
a single issue of the newspaper. 
The campaign has been extended 
to more than 300 newspapers, and 
will appear also in car cards. Six 
different cards will be used simul- 
taneously, each showing a photo 
of a “switcher.” 

In addition, large 300-line in- 
sertions will appear about once a 
week titled “The Inside Story of 
Why John Doe Switched to Cal- 
vert.” These ads will carry in- 
formation about the individual, 
with photos of him at work and 


flat his hobby, and tell why he 


switched to Calvert. 
Lennen & Mitchell is the agency. 


To Rogers & Porter 


Mixing Equipment Company, 
Rochéster, N. Y., manufacturer of 


i|mixing and agitation equipment 


for the food, textile and chemical 
industries, has placed its adver- 
tising with Rogers & Porter, 
Rochester. 


Starts Watch Band Drive 


Harwood Mfg. Company, divi- 
sion of W. & H. Jewelry Company, 
Providence, R. I., has launched a 
campaign for Lord and Lady Har- 
wood expansion watch bracelets 


How te get © reputation fer serving 


The finest Old Fashioned 
in Atlanta 


4 Lord Calvan sroight Wich his pleased expression 


Now, let hin pour lt into his Old Fashioned 
_set-up....ond let lord Colved mark you 

2s © mon who serves only the finest 
for his guests to enjoy. 


+ Coke © © Coyne Bentad Wishes, 62 Peel GIN Grom Mewmet Senne Cobar Penton Corpereen Mime Yo! ~ 


SPEAK — SIP — ENJOY — That's the 
triple-barreled copy theme of a new 
Lord Calvert news my series to run 
concurrently with "Man of Distinc- 
tion" magazine campaign. Calvert Dis- 
tillers Corp., New York, is doubling its 
newspaper program to feature 700-line 
insertions with localized headlines. 
Geyer, Newell & Ganger is the agency. 


in Collier’s, Esquire, The Saturday 
— Post and trade publica- 
ons. 


a/. 


"YOU CAN MAKE s) DO THE WORK OF 33 


ion 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 


lication in its field, and the following figures taken from Standard Rate and Data 
’ show that its rates are the lowest: 


MAGAZINE 
Eagle 
Elks. . 
Foreign Service 


legion . 


RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
3.74 3.56 
5.10 4.84 
4.42 4.12 
8.24 


7.84 


‘Queen’ a Sellout 
As International 
Milling Signs Up 


Cuicaco—For the first time 
since Mutual Broadcasting System 
started its “Queen for a Day” co- 
op give-away show early in 1945, 
it has practically sold out the time 
on the full network. 

International Milling Company, 
Minneapolis, for Robin Hood flour, 
has signed to begin sponsoring a 
quarter hour Monday, Wednesday 
and Friday on 125 southern MBS 
stations, beginning today. A. A. 
Crook Advertising Agency, Dallas, 
placed the contract. 

Armour & Co., for Armour Star 
shortening, on Sept. 2 began spon- 
soring a quarter hour on Tuesday 
and Thursday, over 193 southern 
MBS stations (AA, Sept. 1). Each 
company alternates weekly in the 
South with Miles Laboratories in 
sponsoring the first and last part 
of the program. The show is 
heard at 2-2:30 p.m., EST. 

Miles (for Alka Seltzer) and 
Philip Morris & Co. share spon- 
sorship of “Queen” five times 
weekly elsewhere in the country. 

Thus MBS has obtained spon- 
sorship of the show for all stations 
except some 70 affiliates in the 
South. Closest it ever came be- 
fore to full sponsorship was a year 
ago, when Miles and Procter & 
Gamble sponsored the full half- 
hour five times weekly, Miles us- 
ing all affiliates and P&G using 
291 of the approximate 400. 


Issues Contract Manual 


The New York Journal of Com-| * 


merce has issued a 32-page book- 
let on bidding and contract pro- 
cedures, entitled “How to Sell to 
the Government.” The booklet is 
a consolidation of a series of de- 
tailed studies made by the busi- 
ness newspaper on the federal, 
state and municipal markets of 
the nation. Copies may be ob- 
tained from the New York Journal 
of Commerce, 63 Park Row, New 
York 15, for 50 cents each. 


Radio Sales Down 


Canadian sales of radio receiv- 
ing sets in July were 50,143 units, 
or 16% less than the 60,022 units 
sold in July, 1946, according to 
figures released by the Dominion 
Bureau of Statistics. Total sales 
for the first seven months of 1947 
amounted to 429,234 units, com- 
pared with 287,018 units for the 
similar period last year. 


<I 
GARY 


FIRST CITY in the 
SECOND COUNTY 
in INDIANA 


Pon, , GARY 


GARY 

LARGEST CITY, 

Next to Milwaukee, 
WITHIN A 100-MILE 
RADIUS of CHICAGO 


GARY 


in INDIANA 


PRINCIPAL RETAIL CITY 
and Amusement Center for 
LAKE AND PORTER COUNTIES 


Net effective Income 1946 Estimate SALES MANAGEMENT _ Population Est. 


EEE CVacdcideotccees $392, 188,000 322,700 
PONG GID eiicaicsccccasces 26,784,000 30,300 
$418,972,000 353,000 


The Gary Trading Area is the heart of this pros- 
perous, concentrated, and easily accessible market. 


GARY'S ONLY NEWSPAPER 


THE GARY POST-TRIBUNE 


National Advertising Representetives: 


HE GARY POST-TRIBUNE 


Home delivered daily to more than 95% of the families in the city zone. More than 80% 
average for the entire Gary trading area. 
More than twice the combined circulations of all five Chicago dailies in this area. 


No other medium even approaches the influence and penetration of THE GARY POST- 
TRIBUNE in this market. 


has one of the most productive PULLINE® rates in America. 
*PULLINE measures RESULTS when you advertise in THE GARY POST-TRIBUNE 


BURKE, KUIPERS & MAHONEY @ New York, Chicago, Atlanta, Dallas, Oklahoma City, Los Angeles, San Francisco 


For best results ADVERTISE ADEQUATELY in newspapers 


Advertising Age, October 13, 1947 
Plan Sales Conference 


The Minneapolis Association of 
Sales Managers, in cooperation 
with the Minneapolis Chamber of 
Commerce, will hold an upper 
Midwest “Selling on Main Street” 
sales conference in Minneapolis 
Oct. 30. R. H. Warmee, sales pro- 
motion manager, Minneapolis- 
Honeywell Regulator Company, is 
general chairman. 


Starts Direct Mail Unit 
Angelus Press, Los Angeles, for- 
merly the direct advertising divi- 
sion of the Mayers Company, has 
announced establishment of spe- 
cialized services in preparation 
and production of sales literature 
and other forms of direct adver- 
tising. Offices are at 1240 S. 
Main St. 


Gadget’ Using Radio 
Gadget-of-the-Month Club, Los 
Angeles, will use three quarter- 
hour broadcasts a week over Sta- 
tion KYW, Philadelphia, for 13 
weeks. Davis-Harrison-Simmonds 
Agency, Los Angeles, has the 
account. 


lace Yo ie Export t 
Advertisin g 


‘In Experienced Hands 
These 12 Top-Flight ; 


Agencies Specialize in 4 
“A DVERTISING~ABROAD~ 


Well executed advertising in 
foreign markets through cen- 
tralized control can give a big 
boost to your export sales. But 
to get the most sales for the 
money you invest, you must en- 
gage experienced export adver- 
tising counsel. 

The 12 recognized agencies 
listed below have the experience 
and ability to give you expert 
service. They all specialize in 
export advertising. They are 
uniquely qualified to plan, pre- 
pare and place advertising in 
foreign newspapers, magazines, 
radio and other media. And they 
are familiar with consumer atti- 
tudes, market conditions and 
sales channels abroad. 

For complete information on 
the services available, write to 
any agency listed below, or di- 
rect to: 

Association of 
EXPORT ADVERTISING 
AGENCIES 


2 WEST 4éth STREET, NEW YORK 19, N. Y. 
—— Member Agencies: —— 


G. M. BASFORD COMPANY 
60 E. 42nd St., New York 17, N. Y. 
422 Leader Bldg., Cleveland 14, O. 
T. B. BROWNE, LTD. 
551 Fifth Av., New York 17, N. Y. 
THE BUCHEN COMPANY 
400 W. Madison St., Chicago 6, Ill. 
DORLAND, INC. 
(International Division) 
247 Park Av., New York 17,N. Y. 
EVANS ASSOCIATES CO. 

307 N. Michigan Av., Chicago 1, Ill. 
EXPORT ADVERTISING AGENCY, INC. 
919 N. Michigan Av., Chicago 11, Ill. 
FOREIGN ADVERTISING 
AND SERVICE BUREAU, INC. 

342 Madison Av., New York 17, N. Y. 
GOTHAM ADVERTISING COMPANY, INC. 
2 W. 46th St., New York 19, N. Y. 
4. ROLAND KAY, INC. 

230 E. Ohio St., Chicago 11, Ill. 
NATIONAL EXPORT 
ADVERTISING SERVICE, INC. 


405 Lexington Av., New York 17, N.Y. 
ROBERT OTTO & ASSOCIATES, INC. 
271 Madison Av., New York 16, N. Y. 
IRWIN VLADIMIR & COMPANY, INC. 
285 Madison Av., New York 17,N. Y. 
One N. La Salle St., Chicago 2, Ill. 
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Banker Advocates 
‘Rainy-Day’ Funds 
for Advertising 


ATLANTIC City —‘Adequate re- 
serves for advertising and sales 
promotion,” built up during good 
times “to be drawn upon to stimu- 
late business in dull times when 
that stimulation is most needed,” 
were advocated by Alpheus C. 
Beane, general partner in the in- 
vestment banking house of Mer- 
rill Lynch, Pierce, Fenner & 
Beane, at the opening session of 
the ANA convention. 

“If advertising is to give its full 
investment value, whether it be 
product or public relations adver- 
tising,” Mr. Beane showed, “it 
must. be assured of continuity.” 

Too many company officers still 
feel, he explained, that advertis- 
ing is “in part a luxury, which 
could be dispensed with when the 
going is tough... 

“If advertising budgets are cut 
at the first signs of slackening 
business, and if sales personnel is 
reduced, we are simply aggravat- 
ing the condition — assisting the 
snowball to gather momentum. In 
fact, this would appear to be the 
time when selling pressure should 
really be applied.” 

Mr. Beane analyzed this situa- 
tion from the viewpoint of com- 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACT OF CON- 
GRESS OF AUGUST 24, 1912, AS 
AMENDED BY THE ACTS OF 
MARCH 3, =, AND JULY 2, 


Of Advertising Age, published weekly at 
Chicago, Ill, for October 1, 1947. 

State of vy vot od ss. 

County of Cook 

Before me, a Notary Public in and for 
the State and county aforesaid, person- 
ally appeared G. D. Crain, Jr., who, hav- 
ing been duly sworn according to law, 
deposes and says that he is the Publisher 
of the Advertising Age and that the 
following is, to the best of his knowl- 
edge and belief, a true statement of the 
ownership, management (and if a daily, 
weekly, semiweekly or triweekly news- 
paper, the circulation), etc, of the 
aforesaid publication for the date shown 
in the above caption, required by the 
act of August 24, 1912, as amended by 
the acts of March 3, 1933, and July 2, 
1946 (section 537, Postal Laws and Reg- 
ulations) printed on the reverse of this 
form, to wit: 

1. That the names and addresses of 
the publisher, editor, managing’ editor, 
and business managers are: 

Publisher, G. D. Crain, Jr., Evanston, 

1 


Editor, S. R. Bernstein, Chicago, Ill. 

Managing Editor, John B. Miller, May- 
wood, Ill. 

Business Manager, C. B. Groomes, 
Chicago, II}. 

2. That the owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately there- 
under the names and addresses of stock- 
holders owning or holding one percent 
or more of total amount of stock. If 
not owned by a corporation, the names 
and addresses of the individual owners 
must be given. If owned by a firm, 
company, or other unincorporated con- 
cern, its mame and address, as well as 
those of each individual member, must 
be given.) 

Advertising Publications, Inc., 100 East 
Ohio St., Chicago, Ill. 

G. D. Crain, Jr., Evanston, Ili.; G, R. 
Crain, Evanston, Ill.; 8S. R. & A. 5 
Bernstein, Chicago; O. L. Bruns & M. 8S. 
Bruns, Chicago; Kenneth C. Crain, New 
York City; C. B. Groomes, Chicago; 
- B. & M. R. Miller, Maywood, II; 
B. G. & H. M. Rehm, Chicago; G. L. & 
E. K. Hamlin, Vandalia, Mich.; Jane C. 
Ivie, Des Moines, Iowa; Mary E. Sanders, 
Evanston, IIL; . E. Crain, Chicago; 
Jessie W. Crain, LaGrange, III. 

3. That the known bondholders, mort- 
gagees, and other security holders own- 
ing or holding 1 percent or more of 
total amount of bonds, mortgages, or 
other securities are: (If there are none, 
so state.) None. 

4. That the two paragraphs next 
above, giving the names of the owners, 
stockholders, and security holders, if 
any, contain not only the list of stock- 
holders and security holders as they ap- 
pear upon the books of the company but 
also, in cases where the sivckholder or 
security holder appears upon the books 
of the company as trustee or in any 
other fiduciary relation, the name of the 
Person or corporation for whom such 
trustee is acting, is given; also that the 
said two paragraphs contain statements 
embracing affiant’s full knowledge and 
belief as to the circumstances and con- 
ditions under which stockholders and 
security holders who do not appear upon 
the books of the company as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner; 
and this affiant has no reason to believe 
that any other person, association, or 
corporation has any interest direct or 
indirect in the said stock, bonds, or 
other securities than as so stated by him. 

5. That the average number of copies 
of each issue of this publication sold or 
distributed, through the mails or other- 
wise, to paid subscribers during the 
twelve months preceding the date shown 
above is 17,978. (This information is re- 
quired from daily, weekly, semiweekly, 
and triweekly newspapers only.) 

G. D. CRAIN, JR. 

Sworn to and subscribed before me 
this 18th day of ae, 1947. 

ITH M. STEGER. 
(Seal) 


(My commission expires April 1, 1948.) 


pany financial policy, “particu- 
larly in the light of present-day 
corporate taxes. . . If you tried to 
set aside any substantial sum (for 
‘rainy-day’ advertising) the 
Treasury would probably disallow 
it. However, here is the germ of 
an idea on which you might base 
an attack on the whole problem. 
. . If you can show that you can 
help to stabilize business by vigor- 
ous but judicious use of advertis- 
ing funds . . . the powers-that-be 
will sit up and take notice. 

“This will require lots of facts 
and a lot of education,” he said. 
But advertising executives must 
“develop and sell a program that 
looks beyond today’s sales. If you 
can develop advertising as a tool 
to help stabilize the economy, you 
will have given to advertising a 
social force beyond anything it 
has ever claimed before.” 


Adds Men’s Mart 


Starting with the December is- 
sue, Argosy, New York, will add 
“Men’s Mart,” an editorial section 


of merchandising news for men Revamps Sal . 

; , es Section 
edited by Gerald McCann. Adver- the British r olumbia Soci af 
and firms having retail and mail- way Company, Vancouver, has 
order facilities at $200 for one- gg ore Sag on: gene 
third page; $100, one-sixth page, | 16, promotion program this fall 
and winter. C. A. Manson has been 
appointed sales manager; H. O. 
Bulmer, sales supervisor; H. El- 
Peter Olufsen, H. D., editor of | liott, power sales engineer; R. G. /1135 $, 


tising will be available to shops 


and $50, one-twelfth page. 


Joins Danish Ad Group 


Gat, ut 


5-IN-1 MAGAZINE 


Densk Reklame, Danish advertis- Scott, lighting sales engineer, and | 


ing publication, has been named 


F. E. Reed, gas sales engineer. 


“Keep up the good 
job you are doing 
on Better Fruit." 
—Reuben Benz, 
horticultural leader, 
Yakima, Washington 


N Write for full story. 
E, SALMON ST. * PORTLAND 14, OREGON 


general secretary of the Danish 
Advertising Association, succeed- 
ing Ib Aarso Nielsen, who has 
been named general advertising 
manager of the Scandinavian Air- 
lines System in Stockholm. 


To Boost Air Freight 
American Airlines, New York, 
has announced it will soon con- 
vert six DC-4 airplanes to air 
cargo service, giving American a 
total of 12 all-freight planes. 


Appoints Wagenseil 

Hugo Wagenseil & Associates, 
Dayton, O., has been named to 
handle the advertising of Chris- 
tian Rural Overseas Program. 


111 E. DELAWARE ST. 


What makes a newspaper great? 


round piped its tunes and the kids 
begged nickels for rides. 

And if you missed the fair, well— 
you could always get Russ Asleson 


“OH, MR. ASLESON ~ 
(LL BET you SAY 
THAT TO ALL THE 
PRIZE WINNERS!” 


to tell you about it. 


Ever taste spicy, melt-in-your- 
mouth mincemeat made from a 130- 
year-old recipe? Ever watch a squat 
Hereford bull blink in the summer 
sun over by the livestock ring? How 
long since you’ ve eaten hot dogs and 
cotton candy and seen the trotting 
races at a genuine county fair? 

It was all there—just the way you 
picture it—at 99 county and district 
fairs in Minnesota this year. 4-H 
girls with their prize garden vege- 
tables, canned goods and fancy 
work. Boys grooming fat sheep and 
sows and pure-bred calves. Folks 
talking crops and prices and politics 
with neighbors while the merry-go- 


Russ covered the Minnesota 
county fair beat again this season. 
He traveled more than 3,000 miles, 
mingled with more than 100,000 
residents of farms and farming com- 
munities. What he sees and hears 
about Minnesota rural life makes 
fascinating reading for both city and 
country dwellers who get their news 
farm-fresh from Asleson’s column 
in the Minneapolis Tribune. 

Says Asleson, “News of the 
county fairs, of the farms and of the 
small towns is as important to Min- 
neapolis Star and Tribune readers 
as news of the cities. Telling it is 
part of our job as reporters and 
spokesmen for the whole Upper 
Midwest.” 


In addition to his annual county 


fair teur, Russ covers the huge, 
fabulously productive farming areas 
of the Upper Midwest each spring 
and fall to get first-hand slants on 
farm conditions for the Minneapolis 
Star and Tribune, and to report 
current activities of the “‘millionaire 
in the furrow.” 


Through such devotion to the in- 
terests and accomplishments of all 
the citizens in all the Upper Mid- 
west, the Minneapolis Star and 
Tribune earn and keep the high 
regard of readers as able reporters 
of the news, and also as inspiring 
leaders and good neighbors. 


939.000 Sunday 
420000 Daily 


in the 
UPPER MIDWEST 


Minneapolis Star «xd Tribune 


JOHN COWLES, President 
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Walter Lowen 
PLACEMENT AGENCY 


- 
quarters since 1920 for 


Head 
ADVERTISING PERSONNEL 


Executive © Copy ® Art ® Clerical 
Resumes requested before registration 
on ali executive and copy positions. 


420 Lexington Avenue 
New York 17, N. Y. 
LExington 2-8862 


Pe 
y 


Klein to Blumberg 


Frank L. Blumberg Advertising 
Agency, Baltimore, has been ap- 
pointed to direct the advertising of 
Nic-L-Nut milk chocolate bar 
made by Klein Chocolate Com- 
pany, Elizabethtown, Pa. 


Shaetfer Launches Drive 


W. A. Shaeffer Pen Company, 
of Canada, Malton, Ont., has 
launched a campaign for Triumph 
pens and Fineline pencils in a 
wide list of English and French 
dailies. R. C. Smith & Son, To- 
ronto, is the agency. 


™ An electric display that's entirely new .. . 
. WITH ACTION — yet economically priced 


Electric 


it’s the sensation of the age. 
by U. S. and foreign patents. 


~_ 


MULTI-COLOR 
MOVING LITE 


Display 


No motors... mo gears... 


no moving parts .. . yet gives animated, scintillating motion. 
it will revolutionize the electric display industry. Fully protected 


Write now for full particulars. 


OHIO 


Advertising 


\ 
w nos \ e r 
“oe EARN ot i Display Co 
qhis es . te... \ Ohio Building, Pearl Street 
sen diero0 onnv® i] Cincinnati 2, Ohio 
wort 40 _— 
$5,00° po ant 


WANTED 
LAYOUT ARTIST 
INDUSTRIAL 


Department expansion makes avail- 
able this permanent top job in a 
company offering big corporation ad- 
vantages. Vacations with pay, five- 
day, forty-hour week, sick leave, 
group insurance, advancement oppor- 
tunities. Man should be accomplished 
commercial artist but will do layout 
work only on booklets, catalogs, fold- 
ers, etc. Department includes copy- 
writers and production man. Salary 
open. Make applications direct to 
personnel manager and include ex- 
perience, salary required, references, 
personal information. 


The Girdler Corporation and 


Tube Turns, Inc. 
Louisville, Kentucky 


A Publishing 
OPPORTUNITY 


In the biggest market of all 
THE FARM 


Will consider reasonable offer 
for established farm paper. 
80,000 circulation and growing 
every day. Good list estab- 
lished advertisers. 

Established seven years. Ideal set-up 


for publisher interested sectional or 
national field. 


Write: 
Box 6839, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


Notice To Agencies 
Doing $500,000 


We would like to exchange fig- 
ures, data, ideas with one or more 
agencies in our volume group, 
approximately $500,000. Located 
away fromeChicago. Could meet 
you there. Do not need to discuss 
accounts but procedures, margins, 
problems. Write if interested. 


Box 6827, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


PROFITABLE AGENCY 
. FOR SALE 


Small, but rapidly growing agency 
for sale for purely personal reasons. 
APA, PPA, ABP recognition. Billin 
now $100,000 and going up. Will 
remain as associate long enough to 
make new owner transition painless. 
The spade work is done, but you'll 
still have to work like Billy-be-damned. 
Ideal set-up for all ‘round man. $5,000 
cash will handle. No curiosity seekers. 


Box 6841, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


SPACE REP. avail. 


Need a man to aggressively sell your 
publication to agencies and adver- 
tisers? Married, ex-Navy Lt., 35, now 
employed, desires association with 
Chgo. or Westn. Rep. Good back- 
ground: Merchandising Nat'l. adv. 
products, selling consumer & indus- 
trial products. For interview, please 
write me: D. H., c/o 2421 Prospect 
Avenue, Evanston, Illinois. 


QUICK, Heary, the 
Analysis! 


Marketing and sales analysis is not a 
magic destroyer of sales ‘'pests."’ 

Neither is it a laborious gathering of 
facts that 7 and die before manage- 
ment gets a look at them. 

it takes practical experience with the 
needs of manufacturing executives to know 
how to mix analysis and good judgment 
to help make more sales with more net 
profit. 

For such a marketing pualre Write TO- 
DAY to Box 6838, ADVERTISING AGE, 
100 E. Ohio Street, Chicago 11, Illinois. 


Ee ALUVER I I oii 


MARKET PLA 


RATES: 60¢ per line, minimum charge $3. Cash with ofder. Figure bold face heads (maximum two lines) 


Thursday noon, 11 days preceding 


classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 


REPRESENTATIVES AVAILABLE 
Chicago Publishers’ Representative, 
a developer of accounts, wants to 
represent trade, indus. or business 
publication in Middle West terr. 
Box 9190, ADVERTISING AGE 

__100 E. Ohio St., Chicago 11, Ill. 
Established representative for long 
period can serve one more business 
paper publisher effectively. Person- 
ally covers territory East of and 
including Buffalo and Harrisburg. 
Headquarters Grand Central zone 


N. Y. City which may be publisher’s 
Eastern office. 

Box 9192, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Planning 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wahash Ave. Chicago 


MERCHANDISING Manager capable 
of handling mass details for direct 
mail in small company; with mer- 
chandising and sales promotion 
background. Must be able to train 
personnel for key positions and to 
coordinate national sales program 
with production. Good future. 
P. O. Box 869, Alliance, Ohio 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


WANTED 
MAN WITH TWO HEADS 

Here’s a real opportunity for that 
rare species .., the all-round ad- 
vertising man. If you have a head 
for creating ideas that sell to and 
through the retailer, (writing book- 
lets, folders, dealer ad mats, devel- 
oping are? as well as a head 
that eats tp details, here’s your 
chance to start in as assistant to 
the advertising manager of one of 
America’s biggest and most pro- 
gressive major appliance firms. If 
you’ve ever merchandised appli- 
ances, so much the better. Sit down 
now and write us a detailed, in- 
formative letter. Give age, experi- 
ence, starting salary you’d expect 
and tell why you think you are the 
man for the job. Write to: 

Box 9184, ADVERTISING AGE 
330 E. 42nd St., New York 18, N. Y. 


COPY CHIEF WANTED 
Medium-sized well-established 4A 
Philadelphia advertising agency 
wants a copy writer familiar with 
+7 eececamceaamatel and home furnishing 

eld. 


Previous agency experience’ re- 
quired. Good future writing copy 
for national magazines. Reply giv- 
ing previous positions held and sal- 
> a earned. All replies confiden- 

a 

Box 9186, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 


y EXPERIENCED 
RETAIL ADVERTISING 
SALESMAN 

wanted by the Fort Wayne, Ind., 
News-Sentinel. Permanent position 
for a man who can intelligently sell, 
make good layouts and write copy. 
Not interested in high pressure 
salesmen or floaters. Excellent 
proposition and opportunity for 
steady, reliable man. Give complete 
details in first letter as to experi- 
ence, personal history, references 
and salary expected. Write F. E. 
Bennett, Advertising Director, News- 
Sentinel, Fort Wayne, Ind. 


AGRICULTURE copywriter — must 
be versed in many phases of farm- 
ing activities and supplies. Located 
in southern city. Age 25-35. 
Box 9191, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
WRITER AVAILABLE PART TIME 


Capable, experienced feature writ- 
ing, promtn., publ., adv. Will write 
or edit trade journal articles or 
other material. 
Box 9185, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING EXECUTIVE—. 

Last six years leading producer for 
one of nation’s large metropolitan 
dailies. Has knowledge of sales 
promotion: and can direct both local 
and national functions — Previous 
experience includes publicity and 
promotion — Directed activities for 
one of nation’s leading Radio Net- 
works — 4 Single — aggressive 
and articulate. Currently in New 
York City, but available for inter- 


view. 
Box 9189, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Copy, layout, experienced Direct 

Mail; young, go anywhere, wants 

job with responsibility and future. 
Box 9194, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


PUBLIC RELATIONS MANAGER 
trained by six years’ daily news- 
paper work plus nine years’ public 
relations for local, state and na- 
tional business associations ‘ 
Author of manual on community- 
wide promotions ... Editor of busi- 
ness monthly ... Now branch man- 
ager of public relations agency 
counseling industrial accounts ... 
If your firm or association needs a 
public relations director who has 
worked on both sides of the editor’s 
desk, address 

Box 9188, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising Age, October 13, 1947 


Opens New Art Studio 

Taber, Dulmage, Feheley, To- 
ronto, has opened new art studios 
at 132 Yonge St. 


AN 

EXCEPTIONAL 
OPPORTUNITY 
FOR A 
COPYWRITER 
WHO wants to get 
set and go...and 
has the ability to 
fill this need. 


WHO WE ARE: 


We are Belnap and Thompson, inc. 
We are in the business of providing 
incentives to management for 
achieving sales, production and 
operation goals. 


WE NEED 


an advertising copywriter with a 
promotiondl flair . . . a man who 
can assemble facts and put them 
into a plan—a man who thinks 
clearly and writes clearly. 


WE OFFER 


an immediate starting salary of 
$7,500 a year, and an agreement to 
increase that to $10,000 after one 
year. Believing that "people who 
do—should be people who own"; 
we also offer a stock purchase op- 
portunity (after the second year) 
which is now shared by twelve key 
employees of our company. We of- 
fer an opportunity to the man who 
qualifies to start a department 
which he-will head and with which 
he will have an opportunity to de- 
termine his own growth and future. 


IF YOU QUALIFY 
write, In full detail, to Roy Beinap, 
Belnap and Thompson, Inc. 
Incentive Center 
Palmer House, Chicago 


FREE LANCE COPY! 

24 Hour Service! Low Rates! 
Hard selling copy that gets $ results. 
Box 9193, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST 
Young woman. BFA degree. 2 years 
general studio experience. 
Phone: Lincoln 5751 


Redesigned Rollit 
Ball Pen Backed 
by Magazine Ads 


Cuicaco — Having found high 
demand for its Rollit ball pointed 
pen earlier this year, Diversey 
Machine Works here has rede- 
signed the pen and launched the 
new Rollit Convertible with a two- 
color haif-page ad in Life. 

Other half-page ads in black 
and white are scheduled in Life, 
and as production increases—from 
the present 18,000 weekly—simi- 
lar schedules will be extended to 
other national magazines, accord- 
ing to George L. Hunt, president. 

The new drive is the first ad- 
vertising Diversey has ever done, 
except for a few unrewarding 
Rollit mail order ads last spring 
in the Chicago Tribune and New 
York News. Diversey’s production 
has not previously included con- 
sumer products. 

The $1 Rollit Convertible is 
plugged as “the pen that never 
stops writing” because it is the 
“world’s only ball pen that refills 
without taking apart.” Refills, 
costing 35 cents, can be inserted 
by users at the pen’s tip. The re- 
fills extend the length of the pens 
and are in red, blue and green. 

William Balsam Advertising 
Agency here handles the account. 


Available Nov. 1 

NEW YORK REPRESENTATIVE 
with business and banking " 
seeks connection th growing corporation. 
Successfully developed national organiza- 
tion with wide distribution. 

Box 6835, ADVERTISING AGE 
330 W. 42nd St, New York 18, N. Y. 


John Reardon Becomes 
Publishers Consultant 


John H. Reardon, vice-president 
and circulation director of ADVER- 
TISING AGE and associated pub- 
lications, has resigned to estab- 
lish a publishers’ counsel agency 
at 49 E. Superior St., Chicago. He 
will continue to serve ADVERTISING 
AGE and other publications of Ad- 
vertising Publications, Inc., in this 
capacity. 

Other clients are Office Appli- 
ances, Science and Mechanics, 
Practical Builder, Building Sup- 
ply News, Ceramic Industry and 
Brick and Clay Record. In addi- 
tion: Mr. Reardon is assuming the 
presidency of Jewelry Trade Mail- 
ing Service, a member of the 
Jewelers’ Board of Trade. 

Mr. Reardon joined Advertising 
Publications, Inc., three and a 
half years ago after serving as 
circulation director of Ziff-Davis 
Publishing Company, Today Maga- 
zine, Leslie-Judge and other well- 
known organizations. He is sec- 
retary of the Chicago Business 
Papers Association. 

Myron A. Hartenfeld, formerly 
on the circulation staff of Esquire, 
Inc., has been named circulation 
director of ADVERTISING AGE, In- 
dustrial Marketing and associated 
— to succeed Mr. Rear- 

on. 


Fairchild Suspends 
Export Magazine 

Fairchild’s International, quar- 
terly export magazine first pub- 
lished in 1944 as a Spanish-lan- 
guage semi-annual, has suspended 
publication “because of the un- 
settled conditions in the export 
markets,” reports Fairchild Pub- 
lications, New York. 

The magazine became a quar- 
terly after the war, and has been 
distributed to retailers, importers 
and wholesalers abroad. 


RARE 
OPPORTUNITY 
FOR A 
RISING AD EXECUTIVE 


IF YOU are 28-35 years old .. . have 
a@ sound background in industrial rub- 
ber products . . . and feel you are 
ready to run your own adv 
departmerit . . . 


YOU WILL WANT TO investigate this 
opening with a leading manufacturer 
of consumer and industrial rubber 
products. 


IT OFFERS YOU the chance to lead a 
big national advertising program .. . 
to supervise all sales promotion and 
merchandising material . . . to work 
with a congenial group of people in 
a large city not far from New York. 


WRITE US in detail about yourself, 
your experience and starting salary 
expected. All replies held in con- 
fidence. Our advertising department 
knows of this ad. 


Write Box 6840, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


Publishers’ representatives in- 
terested in adding one good 
publication. 


We do a concentrated selling 
job that gets results. 


The territory we cover is the 
Middle Western states with 
headquarters in Chicago. 


For fifteen years we have estab- 
lished important contacts with 
advertisers and agencies — and 
have a_ successful advertising 
sales record. 


Only interested in publications 
that have real editorial program 
—sound circulation—and good 
advertising story. ) 


Please address Box 6842, Adver- 


tising Age, 100 East Ohio Street, 
Chicago 11, Illinois. 
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DOWN UNDER—Two of a series of ads prepared for Australian readership by 
Goldberg Advertising, Sydney, stress the wide range of uses to which rubber 
is put and, of course, Dunlop Rubber's contribution to industry. 


Ruthrauff Trust 
Funds Held Legal 
by Federal Court 


WaAsHINGTON—Trust funds estab- 
lished by the late Wilbur B. Ruth- 
rauff, as a protection against the 
uncertainties of the advertising 
business, withstood an attack in 
federal tax court here by Internal 
Revenue agents who hoped to col- 
lect nearly $50,000 of additional 
estate taxes. 

In ruling that the trusts were a 
valid transfer of funds during life- 
time, rather than a part of his 
estate, the tax court noted that Mr. 
Ruthrauff and his partner, Fred- 
erick B. Ryan, “considered their 
business very hazardous,” since it 
depended on retaining several 
large accounts, “the loss of any 
one of which would have been 
very damaging to the firm.” 

Mindful that his own father had 
accumulated and lost a consider- 
able fortune, “leaving his family 
in uncertain’ difficulties,’ Mr. 
Ruthrauff in 1935 “sought to pro- 
tect the fund to be realized from 
his life insurance policies from en- 


croachment or dissipation by rea- 
son of his own actions or misfor- 
tune during his lifetime,” the tax 
court found. 

That summer, six years prior to 
his sudden death from a heart at- 
tack, he established two trust 
funds from his insurance policies. 
The first, based on $244,000 of his 
own policies, and the second, on 
$50,000 of policies written on the 
joint lives of himself and Mr. 
Ryan, were made payable upon 
the death of the first to die to the 
wife or estate of the deceased. 
After the transfer of the policies 
in 1935, the wives of the respec- 
tive partners assumed responsibil- 
ity for premiums on the policies 
in trust. 


Plans New Weekly 


Glenn H. McCarthy, Houston 
oilman and chairman of News, 
Inc., publisher of a group of Hous- 
ton neighborhood weeklies, will 
publish a weekly farm and ranch 
newspaper to serve a 16-county 
Gulf Coast area. It will be called 
the Farm & Ranch Citizen, and 
will begin publication about Nov. 
1. David J. Morris, agricultural 
writer for the Houston Post, will 
be editor. 


A Sweet Package! ¢ 


siete ee 


Gamble Joins Funkhouser 


Robert Gamble Jr., who ‘before 
serving in the Navy was on the 
national staff of the New York 
Herald Tribune, has joined the ac- 
count executive staff in the Balti- 
more office of Justin Funkhouser, 
Advertising, Inc. 


Two Name Seidel Agency 


Seidel Advertising Agency, New 
York, has been named to handle 
the advertising of Kay-Tite Com- 
pany, West Orange, N. J., manu- 
facturer of a protective coating for 
porous masonry surfaces, and 
Sparkling Publications, Inc. 


Ups Hydorn, Buckhout 


Bart Hydorn, associate adver- 
tising manager of Life, has been 
appointed advertising director of 
Fortune, New York, effective Oct. 
15. He succeeds W. H. Carey, who 
has resigned because of ill health. 
Clay Buckhout, also associate .ad- 
vertising manager of Life, has 
been named advertising manager 
of Life. 


Appoints John Bill 
John G. Bill has been appointed 


general sales director of Sharp & 
Dohme, Philadelphia pharmaceu- 


tical manufacturer. 


: 
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* YOUR DIRECT MAIL* 


the day you want it 


the way you want it 
eee 
Direct Mail Specialists 
eee 
i i 
oMaimiee’  “ehgecenn® 


o Addre raph Lists 
* vodtnepee Celigidition 


CALDWELL 
LETTER SERVICE 
8 WEST ONTARIO STREET 


SUPerior 8154 Chi 
* She 


Toys From Tacoma... For 


The Nation’s Christmas! 


Nationally advertised by Ta- 
coma Metal Products Com- 


pany, 
department stores, 


famous ‘‘Little Chef* 


featured by leading 
sold for 
world export, too — that's 
the distribution pattern of 


iature electric ranges, the 


practical toy that 
cooks and bakes! 
Metal Products 


toy electric 


Tacoma Metal Products Company is one 
of the 4,235 diversified payroll builders 
which help make Tacoma-Pierce County 


WASHINGTON’S 


really 
Tacoma 
Company, 
world's largest maker of 
stoves, 
manufactures Buildo, a boy's 
mechanical construction set. 


That's what you get in the 49 
home-town dailies of the 
OHIO SELECT LIST. Each is 
an action producing medium. 
Can be bought as a group, 
merchandised as one. Ask the 
advertisers who have got re- 
sults and come back for more. 


ONE ORDER! 
ONE CHECK! 


LECT LIST NEWSPAPERS 
JOHN W. CULLEN CO. My 
PUBLISHERS’ REPRESENTATIVE 


ss 


OHIO SE 


CHICAGO 


; NEW YORK | 
- CLEVELAND 


CINCINNATE — 


A “Must Buy”... 
and Here’s Why! 


newspaper does an 
adequate job in Tacoma-Pierce 
County. But the dominant, local 
News Tribune delivers a whopping 
78% coverage of the 76,400 ‘‘Sec- 
ond Market families'’. The other 
Tacoma paper reaches but 54% 
. . « the Seattle morning paper only 
10% ... the Seattle evening paper 
just 4%. No doubt of it: The News 
Tribune is a ‘‘must buy’’—clways. 


No ‘‘outside’’ 


“Little Chef’’ miniature electric 
ranges coming off the production 
line of the Tacoma Metal Products 
Company plant. 


TACOMA’S manufacturing roster in- 
cludes many an item—from toys to 
tractors, furniture to fishing boats. 
Tacoma industry is diversified, solid 
—and growing. That's why the 
Tacoma-Pierce County area ranks 
second in Washington State in popu- 
lation, retail sales, industrial payroll 
and effective buying income. 


The 


Tribune 


Now Delivering More Than 60,000 Daily! 
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Says Raleigh Should 
Sever Double from Talk 

To the Editor: Invite the Crea- 
tive Man out of his Corner so that 
he can take a bow! His critique 
of the current Raleigh cigaret ad- 
vertising campaign is a refreshing 
attempt to expose the sort of 
double-talk which destroys public 
faith. 

Medically speaking, the case for 
“moisturization” and “nicotine and 
excess throat irritants” is as hol- 
low as a politician’s long-forgot- 
ten promises. At one time or an- 
other various components of 
cigarets, cigaret smoke and _ to- 
bacco combustion (for instance, 
heat, nicotine, pyridine and pyri- 
dine derivatives, carbon dioxide, 
carbon monoxide, ammonia, the 
aldehydes, acrolein, formaldehyde, 
formic acid, furfural, tarry and 
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phenolic substances and cigaret 
paper) have been declared re- 
sponsible for throat irritation. Ac- 
tually, all investigators in the field 
of tobacco research are agreed 
that it has not been definitely es- 
tablished which of these various 
components is the major factor. 
It is unfortunate that the manu- 
facturer of Raleigh cigarets has 
forgotten the moral of its Kool 
cigaret campaign which was di- 
rected at the American medical 
profession but a few years ago. 
Advertising in the Journal of the 
American Medical Association on 
April 15, 1944, the manufacturer 
of both these brands stated: “We 


Cure Tobacco, not people. .. We 
/said it in your Journal in May, 
1937, and we haven’t changed one 
| word of our belief in no phony 
| claims for Kool cigarets. .. We 
figure that a tobacco factory is not 


a dispensary, but a place to make 
cigarets. .. . There is no medicinal 
value, nor do we claim any.” 

The quote may seem strangely 
familiar to any recent reader of 
the Old Gold campaign which, in- 
cidentally, divorced “double” from 
“talk.” Would that Raleigh ciga- 
rets would do the same. 

Noau D. Fasricant, M. D., 

Chicago. 


| ae 
Those Similar Names 

To the Editor: Re Robert S. 
Peare’s letter in Voice of the Ad- 
vertiser Sept. 29, a simple way to 
eliminate the confusion over all 
the Charles E. Wilsons would be 
to include their middle names in 
any reference to them. 

President of General Electric is 
Charles Edward Wilson. Presi- 
dent of General Motors is Charles 
Erwin Wilson. Vice-president of 
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Worthington Pump & Machinery 
Company is Charles Eben Wilson. 
LAWRENCE M. HuGHEs, 

Chairman, Information Com- 
mittee, The Word and Name 
Mongers Association of Man- 

hattan, New York. 
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Member of Nobility 
Tells How He Feels 


To the Editor: Re Ed Greif’s 
sentiments (AA, Sept. 22) ... he 
and I are worlds apart because 
none of my best friends are vice- 
presidents. In the old newspaper 
days they gave you a by-line in 
lieu of filthy lucre; now they have 
improved the breed by offering 
veepeeships to assuage money- 
minded execs. I don’t number 
v.p.s among my “best friends” be- 
cause all my best friends are 
strictly stiffs; they work for a liv- 
ing. These things I can say be- 
cause they laughed when I sat 
down to the piano—and were posi- 
tively overcome by paroxysms 
when I became a member of the 
titled nobility. Personally, I doubt 
whether v.p.s are people. Aren’t 
they more a state of mind—sor- 
cerers and swamis, blackguards 
and mountebanks once part of the 

Lost Tribes of antiquity who have 

never become assimilated? Indeed, 

never been found! 

. LEONARD TRAUBE, 
Vice-President, The Earl Fer- 
ris Company, New York. 

P.S.: And, being a v.p., this was 
typed without benefit of secretary. 
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Car Bootlegging 


To the Editor: WOULD LIKE YOUR 
PERMISSION TO REPRODUCE CAR 
BOOTLEGGING ARTICLE IN YOUR SEPT. 
29 ISSUE TO BE SENT OUT WITH OUR 
REGULAR BULLETIN TO 1,100 MEM- 
BERS. 

GLEN B. ATCHESON, 

General Manager, Minnesota 

Automobile Dealers Associa- 

tion, Minneapolis. 
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Stopped By Stopette 

To the Editor: Following up our 
telephone conversation of a few 
weeks ago about your article for 
Stopette spray in ADVERTISING 
AGE, you will be pleased to learn 
that we are still receiving in- 
quiries and comments, coming 
from various parts of the country 
and Canada, pertaining to Stop- 
ette spray. Also inquiries about 
our source of supply of the flex- 
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ible bottle and its availability to 
the public for other industries be- 
sides the cosmetic industry. 
Your well written article will 
have done as much for the Plax 
Corporation, the maker of our bot- 
tle, as it has done for Stopette 
spray. 

JULES MONTENIER, 
President, Jules Montenier, 
Inc., Chicago. 
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Another Brainchild Is 


Lost, Strayed or Stolen 
To the Editor: I have another 
instance (this guy Hig is getting 


giarism — see enclosed tearsheet 
from September issue of “Rem- 
ington Rand Ink,” received this 
a.m. 

It might provide a good “come- 
back” play to follow the com- 
pleted forward pass to F. F. 
Beirne. I have suggested that 


Wilferd A. Peterson, author of 
“The Art of Getting Along,” send 
you complete information. 

Bill Peterson (The Jaqua Com- 
pany, Grand Rapids) wrote this 
in 1931. Since then it has been 
reprinted hundreds of times in 
leading magazines and house or- 
gans. Following the usual course, 
the author has been neglected or 
forgotten, and reprint editors have 
seen fit to alter a phrase, substi- 
tute a word, or drop a comma. (I 
can’t figure out how H. O. editors 
get so smart.) 

Of course this isn’t Remington 
Rand’s fault. They at least had 
the courtesy to include a footnote 
with reference to the missing 
name of the author. 

The radio, as you know, is an 
even worse pirate than the house 
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organ. Seldom an evening passes 
that I don’t get smacked in the 
face with a wisecrack that origi- 
nally appeared in Phoenix Flame. 
One exception is Paul Gibson. 
Just last week he devoted fifteen 
to twenty minutes to material ap- 
pearing in Phoenix Flame—with 
full credit. 
H. J. Hicpon, 
Phoenix Metal Cap Company, 
Chicago. 
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Candle Co. Offers Mats 
as Merchandising Aid 

To the Editor: Department 
stores, as you know, subscribe to 
newspaper mat services covering 
everything from lipsticks to re- 
frigerators. But few, if any, of 
the mat services include anything 
having the slightest resemblance 
to a candle. 

Up to now, department stores 
and art and gift shops have been 
forced to prepare their own candle 
artwork, or, in isolated instances, 
request artwork from the manu- 
facturer. 

Our client, the Mack, Miller 
Candle Company of Syracuse, 
N. Y., has received several such 
requests—and more than often 
was unable to fill the need satis- 
factorily, either from standard 
mat services or from plates on 
hand. 

Last spring, Mack-Miller de- 
cided to do something about it. 
Department stores and gift shops 
were contacted for their ideas on 
the need for a candle mat service; 
what should be included and what 
type of illustrations would be used 
most. 

The attached folder of mat- il- 
lustrations (just off the press) is 
the answer. To our knowledge, 
the service has never before been 
offered by any member of the 
candle industry. It is complete, 
efficient, easy to use, and if the 
great interest shown after our test 
mailing to a few customers is an 
indication of future use, it’s safe 
to say Mack-Miller will be 
swamped with orders for candle 
mats. 

This service, incidentally, is just 
one part of Mack-Miller’s new and 
complete dealer merchandising 
service. Added to free mats, radio 


are consumer folders, with dealer 
imprint, floor and counter displays, 
window and counter cards, and 
newly designed gift packages. 

General mailing of the mat 
service folder to all Mack-Miller 
customers and prospects is planned 
this fall. 

We are sending you word of 
this new candle merchandising 
service in the hope that it will be 
of general interest not only to 
most of your readers, but of spe- 
cific interest to store advertising 
managers and to other manufac- 
turers of department store mer- 
chandise. 

W. C. McCartnuy, 


Moser & Cotins, Utica, N. Y. 
a, 


It's Holst & Cummings’ 

To the Editor: In a recent an- 
nouncement one of the advertising 
periodicals wrongfully credited the 
current campaign in behalf of the 
Hawaii Visitors Bureau to an- 
other agency. If you have occa- 
sion to publish the item, I would 
appreciate a correction. 

Hawaii Visitors Bureau is a 
client of Holst & Cummings Ltd., 


Honolulu. We prepared and placed 
the current campaign. 

We are also placing a campaign | 
for the Royal Hawaiian Hotel at | 
Waikiki. It will begin with a color | 
page in The New Yorker Nov. 1| 
and with newspaper advertising | 
in Los Angeles, San Francisco, | 


about the middle of October. | 
D. W. CUMMINGS, 


Holst & Cummings Ltd. | 


Honolulu. 


Romanoff Caviar 
Launches Record 
Magazine Drive 


New YorK—Back in the days of 
nickel beers and free bar lunches, 
many a bartender would set out 
caviar-heaped plates among the 
ham-on-rye sandwiches and 
pickles. 

This was the way the more- 
than-a-century-old Romanoff 
Caviar Company chose to adver- 
tise its product. Times have 
changed, however, and this fall 
Romanoff is launching the largest 
advertising campaign in its his- 
tory. 

Theme of the drive is to educate 
people in the “fine art of eating.” 
The firm has scheduled ads to ap- 
pear this fall and winter in Deli- 
catessen, Fortune, Hotel Manage- 
ment, Junior League, Promenade, 


Telefood and Vogue, and will-be- 
gin a series of ads in Bride’s 
Magazine in January. 

In addition to the trade and 
consumer publications, the firm 
will publicize its newly designed 
gift package, through dealers all 
over the country, as “the ideal 
gift for all occasions.” 

Sheldon, Quick & McElroy is the 
agency. 


Mobilift Names Spence 


James H. Spence, formerly vice- 
president and general sales man- 
ager of Slats-o-Wood Awning 
Company, San Antonio, has been 
named sales promotion manager 
of Mobilift Corporation, Portland, 
Ore., manufacturer of Mobilift 
fork lift trucks. He will be in 
charge of all national sales and 
supervise the company’s sales 
forces in Chicago, New York, At- 
lanta and San Francisco, making 
his headquarters in Portland. 


Kaltenborn Cuts Time 


H. V. Kaltenborn, NBC news 
commentator sponsored by Pure 
Oil Company, Chicago, five days 
a week, has decided to curtail his 
commentary to three days. Taking 
over for him Tuesdays and Thurs- 
days at 7:45 p.m. is Richard Hark- 
ness, Washington reporter, who 
currently has a late cooperative 
news broadcast. 


Weilskow Visits U. S. 
in Technical Data Hunt 


E. Weilskow, executive vice- 
president and advertising director 
of Politiken Newspapers, Copen- 
hagen, has concluded a two-month 
visit to the U. S. in which he and 
other Politiken executives studied 
printing methods and machinery 
and methods of U. S. newspaper 
management. Mr. Weilskow also 
appointed an American represent- 
ative, N. DeFilippes Company, 
New York. 

Currency restrictions are still 
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difficult, Mr. Weilskow said, but 
he thinks American advertisers 
would be wise to use institutional 
advertising in Denmark, much as 
British manufacturers are now 
doing. His paper, Politiken, is 
now about half its prewar size, 
and limits individual ads to quar- 
ter-page size. 


BEGINNER'S LUCK ? 


Yo! buy amateat cau set 


FOTOTYPE 


All letters in each line are quickly as- 
 sembled and automatically aligned in 
special composing stick ready to paste 
to the finished art. Ideal for heads... . 
Available in transparent or opaque 
letters. This ad set with Fototype in just 
5 25 minutes! WRITE FOR FREE ee: 


Cc wi ¢ 426 G9 


1415 ROSCOE ST., CAeO | 13 


For example—the average American earns $2,000 or more o 
year. So does the pulp reader. Your average consumer is married, 
has one child. Ditto, the pulp reader. He even BEATS the U. S. 
average on education—83.1% attended high school or more. 

Here’s the mass consumer audience you want for your national 
advertising. And HERE’S the PAY-OFF. In the Thrilling Fiction Group, 
you talk to more than two million* average consumers a month— 


at the rock-bottom cost of only 67¢ per page per thousand. 


*2,252,562 ABC, June 30, 1947 


For your copy of “The Basic Marketing Study of Pulp Maga- 
zine Readership” by Dr. Daniel Storch — phone or write: 


Same picture, same pose, same man — AMERICA’S AVERAGE 


CONSUMER READS THE PULPS. And we have figures and facts 


to prove it! 


Our nation-wide, personal interview survey—“The Basic 


Marketing Study of Pulp Magazine Readership,” by Dr. 


Danie! Starch and Staft—gave the first clear picture of the 


regular buyer of pulp magazines. He turned out to be the 


same average-income, average-educated, average-living 


10 EAST 40th STREET, 


THRILLING FICTION GROUP 9 SOUTH CLINTON STREET, CHICAGO, 6 


citizen who makes up America’s great mass market. 
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Marks in New Post 


Lawrence B. Marks, formerly 
assistant advertising manager of 
Sure-Fit Products Company, has) 
joined National Sure-Fit Quilting 
Company, New York, as advertis- 
ing manager. 


CHML Promotes Darling 


Thomas E. Darling has been 
promoted from assistant manager 
to manager of Station CHML, 
Hamilton, Ont. 
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American Artisan ....... 140 107 
American Druggist ...... 210 189 
American Lumberman & 

Building Products Mer- 

eevee *184 *133 


Pages 
1947 1946 
Boot & Shoe Recorder 

(eeeS NG) a cacuace tees *200 *197 
Building Supply News ... 136 125 
Chain Store Age—Admin- 

istration Edition Com- 
ee ESE ee eee 29 31 

Druggist Edition ...... 136 150 

General Merchandise— 

Variety Store Edition. 135 156 

Grocery Edition ....... 118 108 
Department Store 

eee POP Te reer 95 124 
Domestic Engineering ... 182 154 
Electrical Dealer ........ 79 65 
~~ Merchandising 

SOMES ke esis 2h vac sia'e 208 *166 
Electrical Wholesaling ... 100 120 
Farm Equipment Retail- 

SP ee ere 71 50 
Farm Implement News 

REED <> sa dige.s p46 006s 0e 166 154 
Fueloil a eS ee 143 89 
fe es 115 $161 
fe RISE 21 15 
Hardware Age (bi-w)..... 427 428 
Hatchery Tribune and 

i arose 35 51 
Hide and Leather and 

OT PE oT ere *|78 *§t132 
Hosiery & Underwear Re- 

By Rca bekc awed 56 er 144 128 
ee ee eee 104 90 
Jewelers Circular- 

RA ree 313 359 
Knit Goods Weekly (w). 71109 t109 
Lingerie Merchandising .. 94 64 
Liquor Store & Dispenser. 65 72 
al Sureties ay eee 271 251 
IE 183 148 
Motor 0 PTO eee 166 182 
MEOROF. GOTVIGO  o6.ccckcsss 178 172 
National Bottlers’ Gazette 128 135 
National Furniture Review 86 79 
NJ (National Jeweler) 

CTA 4 asda seas easy 279 347 
Office Appliances 

| ee 8250 229 
Photographic Trade News 108 110 
Plumbing & Heating Busi- 

MEE. 4.464 4 6aWe 5.0 60:00.0.00 74 63 
Plumbing & Heating Jour- 

Si eS, -:: Se 66 53 
Poultry Supply Dealer. . *24 *30 

— & Television Retail- 

ers e ty TT ere 7 92 
Pad Metal Worker...... *92 *72 
Southern Automotive . 

MED cb 04Gb cess sie 120 128 
Southern Hardware ...... 95 93 
Sporting Goods Dealer... . 202 196 
RE EE 1s Sk Gs 4 64)5 6:0. 60 53 
Super Market Merchan- 

| See rr 125 112 
Syndicate Store Merchan- 

dGiser (444x65%) ........ 106 128 

oe ee ee 6,581 6,425 

Class Group 
Advertising Age (w) 

CNIS 8 6-65 5:6 a:0.0 4.2 74259 $275 
American Funeral 

ee eee 8101 92 
American Hairdresser ... 65 79 
American Restaurant ... 107 92 
Banking (7x10 8/16)..... 7 7 
Chain Store Age—Fountain 

Restaurant Edition .... 41 29 
Cleaning and Laundry 

rr a ans oe 63 34 
DONtRT BUtvey. so ccccc... 139 150 
Fountain Service ........ 50 33 
Hospital Management.... 87 100 
Hotel Management ...... 126 $136 
Hotel Monthly .......... 54 57 
Hotel World-Review (w) 

go re rarer *742 *40 
Industrial Marketing .... 117 102 
Journal of the American 

Medical Association *316 *309 
RAUGGIF ABS ccsccciciccs. *99 *92 
Medical Economics 

ae ere rere 97 114 
Modern Beauty Shop .... 101 107 
Modern Medicine (semi- 

mo) (44%4x6%) ......... 139 153 
Modern Theatre Settee 3.0 34 80 
Nation’s Schools ......... 78 17 


Oral Hygiene 
(4  B/TURT B76) 6c cccess 135 136 


Restaurant Management.. §123 75 
Scholastic Coach ......... 50 51 
School Executive—School 

Equipment News ...... 79 72 
School Management 

ooo), are 34 43 
What’s New in Home: Eco- 

Pe Se er ee 158 151 

WE Haag heecvenss cess 2,761 2,703 

Export Group 
American Automobile 

(overseas edition) ..... 68 52 
American Exporter (two 

a rere 521 453 
Automovil Americano ... 88 74 
Caminos y Calles........ 882 28 
Farmaceutico ......:-:... 68 79 
Hacienda (two editions) . 123 128 
PENEEEE. ou et0445404000< + 17 20 
Ingenieria Internacional 

COMBETOOCIOR: secccascees 81 74 
Ingenieria Internacional 

SNEED: a/b 60 0.0.40.00:00. 115 122 
Oficina Mercanica Moderna 99 128 
Petroleo Interamericano. . 70 70 
Revista Aerea Latino- 

St a er *37 *29 
Revista Rotaria ......... 9 12 
Spanish Oral Hygiene 

Rok wk | 48 53 
Taller Mecanico Moderno. 99 128 
Textiles Panamericanos... *§65 *§49 

1,580 1,499 


ME s. Ae dbadetearsbss vee 


*Includes classified advertising. 

§Includes special issue. 

8Estimated. 

|Last issue estimated. 

t+Last two issues estimated. 

tFive issues. 

{Figure for Oil Weekly. As of July, 
1947, Oil Weekly became World Oil. 

8As of July 7, 1947, Aviation and 
Aviation News were incorporated into 
Aviation Week. 

‘Published bi-monthly in 1946. 

®Not including Petroleum Processing, 
now published separately. 

*With January, 1947, issue, Cotton be- 
came Textile Industries. 

7Based on 4}%x7f; inch type 
Standard 7x10 inch page starting 
ary, 1947. 

iDoes not include advertising in spe- 
cial West Coast section. 
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Business Papers’ 
September Ad 
Volume Gains 


Cuicaco—Business publications 
in September carried 2.5% more 
pages of advertising than they did 
in the same month last year, In- 
dustrial Marketing’s monthly tab- 
ulation shows. 

The gain left the publications 
1.5% under last year for the first 
three quarters. Last month they 
carried 29,112 pages, against 28,- 
396 in September last year, and 
ran their nine-month total to 243,- 
085 pages. 

All classes showed gains last 
month. Export publications car- 
ried 1,580 pages, up 5.4% from 
last year, running their 9-month 
total of 12,422—3.8% above the 
1946 figure. 

Gains of 2.4% were registered 
by both industrial and _ trade 
groups. The industrials carried 
18,190 pages, up from 17,769 in 
September last year. They have 
carried 152,574 this year, down 
4.5% from the 159,725 in the same 
period of °46. The trade group 
carried 6,581 in September, bring- 
ing their total to 56,229 for nine 
months, for a 5.6% increase. 

Class publications carried 2,761 
pages in September and 21,860 in 
nine months. These represented 
a 2.1% gain for the month and an 
0.6% gain for nine months. 


Lisle Plans Drive 
on Magnetic Plug 


CLarRiInDA, Ia.—The Lisle Mag- 
netic Plug, a gadget that attracts 
and holds loose metal particles in 
engines, crankcases and transmis- 
sions, is scheduled to get its first 
national consumer advertising in 
early December. 

A half-page color ad in the Dec. 
6 Saturday Evening Post will kick 
off the drive directed toward auto- 
mobile owners, and follow-up in- 
sertions will promote the safety 
factor, less engine wear and other 
sales features of the plug. 

Since Lisle manufactures a 
number of variations on the mag- 
netic plug theme, including de- 
vices for airplanes, trucks, trac- 
tors and machine tools, an ex- 
tensive list of trade publications 
will be used to back up the con- 
sumer drive. 

Behel & Waldie & Briggs, Chi- 
cago, directs the account. 


Anson-Jones, Hoving 
Unit, Opens in NY 


Hoving Corporation, New York, 
has formed the Anson-Jones Com- 
pany, a wholly owned subsidiary, 
to operate a chain of one-price 
($29.95) specialty shops. Only 
dresses will be sold, and the stores 
will not handle any accessories or 
other merchandise, according to 
Walter Hoving, president of the 
parent organization and former 
president of Lord & Taylor, New 
York. He declined to explain his 
reason for entering the one-price 
field. 

The first unit opened Oct. 10 
on Madison Ave. at 48th St., New 
York, in premises formerly oc- 
eupied by Air France. Anson- 
Jones Company will have cor- 
porate offices at 413 Madison Ave. 


Esso Maps Fall Drive 


Fall advertising of the Standard 
Oil Company of New Jersey, New 
York, emphasizing the importance 
of oil changes and the car check 
services of Esso dealers in prep- 
aration for -winter driving, will 
run the first three weeks of Oc- 
tober in northern Atlantic sea- 
board states and for three weeks, 
beginning Oct. 27, in the southern 
area. A total of 800 dailies and 
weeklies throughout the 18 states 
of the Esso Marketers area will be 
scheduled, supplemented by out- 
door posters, Esso Reporter radio 
broadcasts, banners, window dis- 
plays and direct mail. McCann- 
Erickson, New York, is the agency. 
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BIGGEST—"Little Lulu," hitherto in 
small-space ads for Kleenex, will get 
this full-page showing in the Nov. 17 
Life and other magazines later, as In- 
ternational Cellucotton Products Co. 
tells about ample supply of Kleenex 
(AA, Oct. 6). Foote, Cone & Belding 


is the agency. 


Magazine Drive 
for Comforter 
by Westinghouse 


MANSFIELD, O.—A_ two-and-a- 
half month advertising and dealer 
promotion campaign will be 
started this month by the table 
appliance department of the Wes- 
tinghouse Electric appliance di- 
vision, for its electric comforter. 

Utilizing magazines and radio, 
the drive will start with a full- 
page color advertisement of the 
comforter in the Oct. 18 Saturday 
Evening Post, and copy also will 
appear in Good Housekeeping, 
Ladies’ Home Journal, Life, Mc- 
Call’s and Time. 

The comforter also will be pro- 
moted on the Westinghouse Ted 
Malone show, heard Mondays 
through Fridays, 11:45-12 noon on 
ABC. 

Westinghouse is offering its 
dealers a new, three-dimensional 
display, a transparent plastic 
cover for the electric comforter 
carton, consumer folders, sales 
training digests, newspaper mats, 
display photographs and _  sug- 
gested window and store display 
layouts. 

Fuller & Smith & Ross, Cleve- 
land, is the agency. 


"MORE COMPETITION 
AHEAD:’ ASHBAUGH 


MANSFIELD, O.— Describing the 
future of the electrical appliance 
market, J. H. Ashbaugh, vice- 
president in charge of the elec- 
trical appliance division of Wes- 
tinghouse Electric Corporation, 
declared that ‘“‘as soon as the sup- 
ply of sheet metal improves, there 
will be an ample supply of elec- 
trical appliances. Then it is going 
to be a competitive market.” 

Mr. Ashbaugh made this pre- 
diction to about 55 distributor 
salesmen at the opening session of 
a six-day appliance merchandis- 
ing clinic, through which Wes- 
tinghouse will put some 300 dis- 
tributor salesmen in groups of 55 
or 60 during the remainder of the 
year. 


Promotes Traveloan 


The New York Central System 
is advertising a new railroad 
“traveloan” plan for credit pay- 
ment of trip costs. The first copy, 
700 lines, appeared only in New 
York and Chicago newspapers, 
but advertising is being expanded 
to 10 other cities, as banking 
arrangements are executed, and 
eventually will run in nearly all 
on-line cities. Foote, Cone & 
Belding is the agency. 


Bows Names Samuels 


A. J. Bows & Co., manufactur- 
ers’ representative of nationally 
advertised handbag lines, has 
named Hertha Samuels & Asso- 
ciates, Chicago, to handle its ad- 
vertising. Trade publications and 
direct mail will be used. 


Toronto Group Elects 


A. Gordon Burns, manager of 
the University of Toronto Press, 
has been elected president of the 
Toronto Graphic Arts Associa- 
tion. Other officers elected are: 
honorary president, Q. B. Hender- 
son, Davis & Henderson; vice- 
president, L. G. Janes, vice-presi- 
dent and general manager of Brig- 
dens Ltd.; vice-president, Atwell 
Fleming, president of Atwell 
Fleming Printing Company; treas- 
urer, Robert G. Godfrey, Warwick 
Bros. & Rutter Ltd.; recording sec- 
retary, John D. Murray, vice- 
president of Murray Printing Com- 
pany, and executive secretary, 
Olive A. Ottaway. 


Lit Appoints Darrow 

Edward M. Darrow, who re- 
cently resigned as an associate of 
Amos Parrish & Co., where he was 
merchandise counselor to a group 
of department stores in the East, 
Midwest and Canada, has joined 
Lit Brothers, Philadelphia depart- 
ment store, as assistant to the 
president. He will work on spe- 
cial merchandise and promotional 
assignments. 


Farm Equipment 
Dealers in West 
List Many Lines 


San FRancisco— The average 
farm equipment dealer west of the 
Rockies markets 29 different lines 
of products, in addition to tractors 
and implements, according to an 
extensive survey conducted by 
Implement Record. 

Results of the study show that 
these implement dealers are large 
merchandisers, with an approxi- 
mate annual average sales volume 
of $257,000. Only 25% of dealers 
responding to the questionnaire 
listed annual volumes under $100,- 
000. 

Although they sell scores of 
items not usually associated with 
farm implement distribution, 42% 
of the dealers surveyed expressed 
interest in adding an average of 
six new lines. 

Implement Record questioned 
the dealers about 128 different 
items—and found, in addition, that 


a total of 27 other items were 
handled by 35% of the respond- 
ents. 

Among products :narketed now 
by farm equipment dealers in the 
nine western states are such items 
as lubricating oils, automotive ac- 
cessories, milking machines, power 
operated dusters, electric welders, 
freeze chests, pumps, cream sepa- 
rators and welding supplies. 


Appoints Vernstrom 


Roy N. Vernstrom, formerly 
with Joseph R. Gerber Company, 
Portland, Ore., has been appointed 
advertising manager of the Pacific 
Power & Light Company, Port- 
land. R.K. Foley has been named 
publicity supervisor, with head- 
quarters in Yakima, Wash. 


K&E Elects Stewart 


Kenyon & Eckhardt, New York, 
has elected D. C. Stewart secre- 
tary to fill the vacancy created by 
the recent death of Joseph A. 
Vessey. Before joining K&E, Mr. 
Stewart was an officer and direc- 
tor of several companies in the 
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Philadelphia and Baltimore area, 
and served as a management con- 
sultant to the Bureau of Ships and 
in the Office of the Under Secre- 
tary of the Navy. 


PHOTO ENGRAVING COMPANY 


11-17 S. DESPLABBES - CHICAGO 


- 


Intensive 
Influence 


| men know the value of having the “right person see the 
right person.” That’s the type of influence that gets results—strengthens 
customer relations. KOMO provides this Intensive Influence. ’ 


For 21 years this NBC outlet for the Puget Sound country has been 
a friendly, respected, dominant force in its big, rich market. Since its in- 


ception KOMO has enjoyed the largest audience of any station in this area. 


A majority of advertisers, local and national, assure attention for their 
messages by using this proved leadership and popularity. Let KOMO exert 
Intensive Influence for you. It sells the market surely, quickly, economically. 


This new FM and television antenna, planned 
for KOMO, will be the highest structure in the 
Seattle area, towering 627 feet above sea level. 


AFFILIATE 


FOR 


SEATTLE 


TACOMA 


AND 


THE PUGET SOUND COUNTRY 


National Representotives: EDWARD PETRY & CO. Inc. - New York * Chicago * Son Francisco + Los Angeles « Detroit * St, Louis » Atlanta « Boston 
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THE MAIN DEPARTMENT 


—_—— 
—_—_-—_+ 


i 


=< 2/ WOMENS AND M 


CLOTHING - FURNISHINGS - ; | 3 


” 
att 
~ t 


7i{ 1 MONTH TO 
| \\ REDBOOK, D.C. 
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The money-belt in the corn-belt 
4s REDBOOK. Iowa 


Redbook families alone spent nearly 
$63,000,000 with Iowa retailers last year. 

They don’t stall around when it 
comes to spending, because Redbook 
families in Iowa have an average in- 
come of $3,613 after taxes. They spent 
over $14,000,000 for food. Iowa drug 
stores took in over $2,400,000 from 


When you figure the pro-rata cost 
of reaching this rich, free-spending 
market, it turns out to be $57 a page. 
Considering the fact that Redbook gives 
100% coverage of these families, our 
curiosity as to when you're going to 
order space in Redbook is somewhat 


pardonable. Are there any other facts 


THE BOOM OF YOUTH 


When people are 35 and under, they 
don’t hesitate to buy what they want. 
More than half of the Redbook fam- 
ilies are in that age group. If you 
want your business to have the bloom 
of youth, expose it to the boom of 
youth —the $6 billion Redbook 

market. 


their Redbook customers. 


montis" REDBOOK.US.A! 


. - Send for the Redbook State-by-State analysis of family buying power. 
W rite or phone Redbook, 444 Madison Avenue, New York 22, New York. 


you need? 


pn f&”? 
REDBOOK 
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REVISED BY PROFESSOR GOODRICH. * 


—* ORES O«.. — 
CANADIAN JURYMEN FOR ACA—Members of the Association of Canadian Advertisers jury, responsible for picking win- @. @ ¢. MERRIAM, SPRINGPTELD, MASS., PUBLISHERS. J 
ners who will be announced at the ACA convention this month are, left to right: K. G. Tuckey, Bomac Electrotype Co., repre- FOR SALE BY BOOKSELLERS GENERALLY. ; 


senting graphic arts; G. Douglas Scott, of the Canadian Association of Broadcasters; C. R. Brenchley, of William-Thomas, Mont- # li.) PO EST 
real, representing the Poster Advertising Association; Frank Barr, Addison Industries, advertisers at large; C. J. Follett, == 2 

executive secretary, Association of Canadian Advertisers; Atho! McQuarrie, general manager, ACA; L. E. Phenner, Canadian 

Cellucotton Products Co., and jury chairman; W. J. J. Butler, Toronto Globe & Mail, representing the Canadian Daily News- 


papers Association; Harold E. Stephenson, Canada Starch Co., representing ACA; Morgan Eastman, McConnell, Eastman & 


Co., representing Canadian Association of Advertising Agencies; N. Roy Perry, Maclean-Hunter Publishing Co., representing SOLD POSTERS 100 YEARS AGO—This early poster for Webster's — 


the Periodical Press Association, and Andrew O. Hebb, Rural Co-operator, representing the Canadian Weekly Newspapers “only unabridged edition," is reproduced in an anniversary book, “Noah's Ark, 
Association. New England Yankees, and the Endless Quest," published by G. & C. Merriam 
; Co., Springfield, Mass., to celebrate its 100th anniversary. 


NEW LABEL—The new counter display EXPERTS AND BACKERS—Following the debut of “Information Please" as a 
for Peoples Brewing Co., Trenton, Mutual co-op show, stars of the quiz take time out for a chat with Thomas J. 


« Jes ink : Deegan Jr., extreme left, director of public relations for the Chesapeake & 
pel” > ee gt Redlgag Ree lage at Ohio Railway Co., sponsor of the show in four cities, and Edwin Cox, center, 
and newspaper ads support the mer- senior vice-president of Kenyon & Eckhardt, C&O's agency. Emcee Clifton 

chandising program. Fadiman is second from left, with scholars John Kieran and Franklin P. Adams 


at the extreme right. 


POST FOR PORTIS—The Saturday Evening Post created and developed this 
window display for Portis Industries, Chicago—first SEP move in. this direction— 


as a tie-in with facing four-color ads in the Oct. 4 issue. Merchandising will 2 ' CELEBRATING 65 years OF LOW. PRICES: > WEERLY CONTESTS 


is 


also include wide distribution of complete issues of the Post, with colored 

markers calling attention to the ads. Hugger ads will also appear in Good 

Housekeeping, Parents’ Magazine and business papers through Madison Adver- 
tising Co., New York. 


Po 
em 


Win one of these hig prices ¢ lnmediate delivery 


5 HUDSON “x SEDANS * 


| ‘SB "5 FUR COATS tts seattis * 
me * P1150 WESTINGHOUSE rin * 


ve Nistes 


MAR CONDENS FOR COFFEE CANNOT Of 
ACCEPTED OV AMY CORRESRORDENCE 
FAERED NO 


25 Lawndromats - 125 Roasters - 1000 Irons 
Centon othe mcrae sy hs cam mina 


Bsc boljoe Shania, 


j 
’ . 4 when @ a . ~ 
ijeunhi Mie tomy tan Pai Hil Sook ate % sc 
s “ke ponithe, jams soning igiege Wha og md 
te 


SALES WAVE—The Harris brothers—lIrving (left) and Neison, Vice-president KROGER "STAR" COPY FEATURES NATIONAL BRANDS—This color spread in the Oct. 13 irsue of Life (AA, Oct. 6) is 
and president of Toni, Inc., St. Paul, map plans for still more advertising as part of the big push for national brands given by Kroger Co., Cincinnati, in a campaign including newspaper and radio 
their budget reaches the $6,100,000 a year rate (AA, Oct. 6) on steadily promotion of a five-w_ek jing'e contest offering Hudson sedans, fur coats and Westinghouse appliances as prizes. The contest 

mounting sales of Toni home hair-wave sets. ' broke Oct. 5-6 with five-column ads in 150 newspapers. 
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Moves Ad Department 


Reynolds Metals Company has 
moved its advertising department 
from Plant No. 7, 2500 S. Third 
St., Louisville, to Plant No. 14, 
2000 S. Ninth St., Louisville. The 
move includes all advertising 
personnel with the exception of 
the foil division. 


TYPOGRAPHIC 
SALES REPRESENTATIVE 


Typographic Plant now seeks a 
man with good connections as our 
typographical sales representative. 

Enlarged facilities now makes it 
possible to handle considerable 
more composition. Highest effi- 
ciency standards and skilled per- 
sonnel would help increase earn- 
ings through client satisfaction. 
Press proof facilities unlimited and 
fast. Salary against commission. 
Write in strictest confidence. Box 


6815, Advertising Age, 100 E. Ohio 
Street, Chicago 11, Illinois. 


Agency Changes Name; 
Adds Four Accounts 


Donovan & Thomas, Inc., New 
York agency, has changed its 
name to Thomas & Delehanty, 
Inc. Wilbur L. Thomas, vice- 
president and treasurer, has been 
elected president and treasurer. 
Jack Delehanty, who joined the 
agency July 1, has been named 
partner and _ vice-president in 
charge of accounts. 

The agency has acquired the fol- 
lowing new accounts: Refrigera- 
tion Corporation of America, a di- 
vision of Noma Electric Corpora- 
tion; Park Beverages; Milzor, 
Inc., fungicide, and Engelsman- 
Phillips Agency, insurance. 


McKesson Promotes Tawn 


McKesson & Robbins, New York, 
is - promoting Tawn, its line of 
men’s toiletries, in full-page, four- 
color copy in Collier’s, Esquire, 
Life, Liberty and Varsity, with 
some of the magazines slated 
to get an additional quarter-page 
in black and white. Benton & 
Bowles, New York, is the agency. 
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First Effects 
of Export Decline 
Anti-Inflationary 


Cuicaco—vU. S. exports declined 
19% in June and July, and in the 
last half of 1947 the decline may 
amount to $2% billion, according 
to Business Conditions, published 
monthly by the Federal Reserve 
Bank of Chicago. 


“With exports accounting for |’ 


somewhat less than 10% of our 
gross national product of $225 bil- 
lion, such a drop in exports—un- 
less offset by expansion in domes- 
tic sales—would lead to a short- 
term fall of from 2 to 24%% in 
this record gross national product 
total,” the publication’s article 
points out. 

It declares that no politically 
feasible program of aid to Europe 
can prevent a considerable decline 
in American exports, which are 
hurt by overseas dollar shortages. 

“For at least the remainder of 
this year,’ the article observes, 
“falling exports are expected to 
serve as an anti - inflationary 
weapon, a brake on rising prices, 
and not as an active deflationary 
destabilizer. . . The net effect on 
the American consumer will prob- 
ably be favorable. Numerous 
shortages will be relieved some- 
what—railroad equipment, auto- 
mobiles, agricultural machinery, 
a 


May Hurt Production in ’48 


“The more disruptive effects of 
falling exports will become ap- 
parent only later, perhaps before 
mid-1948 if nothing is done. There 
may then arise the falling de- 
mand, prices and employment. . . 

“Perhaps more important and 
for the still longer run, when the 
volume of American exports must 
decline substantially in any case, 
will be the blighting effect of the 
present dollar shortage on the 
prospect for international trade as 
a whole, with special reference to 
American exports. .. A turn to- 
ward state trading, bilateral deal- 
ings and barter agreements is in 
the offing, as each country seeks 
to conserve its supply of under- 
valued -dollars by cutting its im- 
ports or directing them to areas 
where dollars are not required in 
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HOW ADMAN SPENDS OWN MONEY—An interesting example of what hap- 
pens when an adman spends his own advertising money is this full page New 
York Times Magazine ad placed by James W. Young, famed J. Walter Thomp- 
son executive. As the result of this one insertion, plus a mailing to Webb 
Young's 80,000 necktie customers, the entire apple crop for this year has been 
sold out. "I am definitely embarked in the mail order fruit business," Mr. 
Young tells AA, “and as my orchard develops and production gets larger, will 
extend the operation and the advertising." 


payment. The trend is, therefore, 
directed explicitly against this 
country.” 


To Beaumont & Hohman; 
Agency Adds Account 


Weldon E. Yocum, formerly ad- 
vertising manager of American- 
Marietta Paint Company, has 
joined the Chicago staff of Beau- 
mont & Hohman. 

The agency has been appointed 
to handle the advertising of H. E. 
Cotter & Co., insurance broker. 
Initial advertising will be test 
campaigns to sell a new type of 
accident and health policy. 


Names M. C. Hill & Co. 


Trail - R - News, Glendale, Cal., 
has named M. C. Hill & Co., Holly- 
wood, to formulate a promotional 
program for the- publication. 


Se 


.175 FIFTH AVE., NEW YORK 


SPONSORED BY 


WINDOW ADVERTISING INC; & ASSOCIATES 
560 WEST LAKE ST., CHICAGO 


VISIT EXHIBIT—LA SALLE HOTEL, CHICAGO —OCT. 13 to 17 


LEARN THE FACTS REGARDING 
WINDOW DISPLAY ADVERTISING 


INCLUDING: LOCAL, 
CIRCULATION—COSTS—SYSTEMS 


SECTIONAL AND NATIONAL COVERAGE — 
—"CERTIFIED DISPLAYS’—ETC. 


DON'T MISS THIS IMPORTANT EDUCATIONAL EXHIBIT 
iouanaareneneininiacininddiamnnenieigemastpienneiecnssontahinnetiidiinenill 


Start Work on 


Coaxial Cable 
to Twin Cities 


MINNEAPOLIS—National network 
television programs moved a step 
nearer reality in this area re- 
cently as Northwestern Bell Tele- 
phone Company announced start 
of work on a new coaxial cable 
between the Twin Cities and Des 
Moines, Ia., at a cost of $8,000,000. 

The construction is part of an 
anticipated $200,000,000 expansion 
program, to be completed during 
the next few years. 

The only other coaxial cable 
now extending eastward from 
Minneapolis goes only to Stevens 
Point, Wis. The Minneapolis-Des 
Moines cable will include branches 
at Albert Lea, Austin, Faribault, 
Northfield and Rochester, Minn. 
At Des Moines, the line will con- 
nect with the _ transcontinental 
cable running westward from Chi- 
cago and will provide extra cir- 
cuits for long distance calls be- 
tween Minneapolis and the East. 
The cable, laid underground, can 
carry telephone calls and video 
programs at the same time. 


Plugs Luggage Handle 


Crown Luggage Company, Bal- 
timore, is promoting Comfi-Grip, 
a molded handle designed to fit 
the fingers, in Esquire, Glamour, 
Holiday, Mademoiselle and Pic. In 
addition, a mat service for dealers, 
a new “Travelog” catalog, mailing 
pieces and other dealer aids are 
being provided. Theodore A. 
Newhoff Advertising Agency, Bal- 
timore, handles the account. 


Real Income Drops 


“Real income” of wage and sal- 
ary workers has continued to 
drop while farmers’ income is 
still rising, the Investors Syn- 
dicate, Minneapolis, reports. In 
September, wages and_ salaries 
bought 4% less than a year earlier, 
but.farmers were able to buy 9% 
more. 


Pack Moves to WNEW 


Richard M. Pack, former pub- 
licity director for Station WOR, 
New York, has been named direc- 
tor of publicity and special events 


for WNEW, New York. 
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ANA-Four. A's 
Economic Drive 
Ready for Action 


(Continued from Page 2) 
shown was for a “U. S. Way” con- 
test, in the best contest tradition, 
calling for essays pointing up the 
merits of the American system. If 
the idea should be approved and 
develop into full flower, it might 
easily become the biggest contest 
ever seen anywhere, with perhaps 
$10,000,000 in prizes, contributed 
by all segments of the nation, in- 
cluding educational institutions, 
manufacturers and others. 

The idea presented by Henry G. 
Little of Campbell-Ewald Com- 
pany calls for a “comic strip” to 
be supplied to newspapers which 
would make a frontal attack on 
the Communist philosophy by 
making direct contrasts between 
the stated aims of Communism 
and actual living conditions in the 
United States. 


Fisher to Draw Strips 


The idea has already jelled 
enough so that Ham Fisher, crea- 
tor of “Joe Palooka,” has agreed 
to draw the strips, and Editor & 
Publisher has agreed to handle 
distribution to newspapers. Pres- 
ent plans call for 52 such strips, 
featuring Uncle Sam, but they 
may eventually develop into a 
daily newspaper feature. 

Ultimately, the joint committee 
hopes to develop a permanent new 
organization to handle the con- 
tinuing educational activity, which 
will be composed of existing or- 
ganizations in the field. In the 
meantime, Mr. Belding, the new 
chairman of the joint committee, 
will devote himself primarily to 
organizing and scheduling meet- 
ings with policy-forming business 
executives in 30 major cities to 
present the over-all plan and get 
its acceptance. 

A schedule is being worked out 
to follow the Freedom Train, now 
on tour throughout the country, 
at stated intervals and thus tie up 
with this activity. Thus, Mr. Beld- 
ing hopes to sell the educational 
campaign and other council cam- 
paigns to top management at the 
same time, and to fan the story 
out from his 30 primary groups 
through all possible avenues, in- 
cluding newspapers, unions, cham- 
bers of commerce, banks and civic 
organizations. In addition, he ex- 
pects to induce all types of media 
to get on the band wagon by de- 
veloping their own material, fol- 
lowing the general outline.. 


Prints of Film Coming 


Mr. Belding also expects to 
spread the work of the committee 
far and wide by making adequate 
prints of the Smock report slide 
film available to industry and any 
others who may care to use it, and 
by developing the basic statement 
of the problem in this report into 
a textbook. 

One important objective which 
he hopes to attain before long is 
to coordinate all the “Save the 
System” plans now in operation, 
a step which he says will not only 
result in better integration and 
more effective work, but will also 
save money by making certain 
that a number of organizations do 
not duplicate efforts. 

The work of the committee was 
given a tremendous lift from an 
informal appearance at the ses- 
sion of Lewis H. Brown, Johns- 
Manville board chairman, to re- 
port that “for the first time in 
America, we seem to be getting 
down to the brass tacks of selling 
Americans on the American way 
of life.” 

A year and a half ago, Mr. 
Brown revealed, he wrote to his 


stockholders asking if they would 
be willing to have Johns-Manville 
spend an extra 10% on advertis- 
ing to sell the economic system 
rather than J-M products. His 
letter brought an amazing 76% 
reply, almost 100% favorable. 

“After seeing your program,” he 
said, “I’m willing to spend our 
stockholders’ money on this job. 
Not only that, but I’m ready to go 
to the heads of the thousand big- 
gest companies in this country 
and sell this program to them. I’m 
ready for that meeting right now.” 

Cyrus Ching, famed labor au- 
thority and now U. S. Labor Con- 
ciliator, who was largely re- 
sponsible for drawing up _ the 
check list of labor practices which 
is included in the kit, sounded 
much the same note, but with a 
direct, two-fisted warning. 


Slashes at Criticism 


“This is a good program,” he 
said. “I like it and it’s necessary. 
But I want to tell you something 
that will make you mad: 

“You talk about selling free en- 


terprise and the necessity for see- 
ing that the people understand it. 
Free enterprise can only exist be- 
cause of our form of government. 
Yet most of you are doing your 
best to disturb all faith in govern- 
ment. You talk of the government 
as ‘just a bunch of bureaucrats 
and politicians. You refuse to 
understand it, or to know how it 
works, or to participate in it when 
you can. 

“You’ll never convince every- 
one of the rightness of the free 
enterprise system if our business 
leaders are not convinced of the 
essential rightness of our form of 
government. You’ve got to stop 
maligning government and take a 
little interest in it and help it.” 


Hotpoint Elects Two 


George W. Scott, secretary and 
treasurer, has been elected vice- 
president and secretary of Hot- 
point, Inc., Chicago. Walter R. 
Grant, formerly treasurer of Locke 
Insulator Company, Baltimore, has 
been named to the same position 
at Hotpoint. 


Capital Show Expands 
“That’s Capital,” radio quiz 


show sponsored by Capital Bakers, 
Inc., and broadcast five days a 
week in independent groceries, 
has proved so successful in its 
initial trial in Wilmington, Del., 
that the idea has been extended 
to five Pennsylvania towns: Har- 
risburg, Allentown, Pottsville, 
Chambersburg and Williamsport. 
Prizes include cash as well as 
Capital Bakers’ products. Gray & 
Rogers, Philadelphia, is the agency. 


Candia Joins AA 

J. C. Gafford, advertising direc- 
tor of ADVERTISING AGE, has an- 
nounced the appointment of John 
P. Candia, former advertising 
manager of Scientific American, 
to the New York sales staff. He 
succeeds Robert Snow, resigned. 


Appoints Richardson 


James A. Richardson, who fer- 
merly operated his own agency in 
San Francisco, has joined Mer- 
chandising Factors, Inc., San 
Francisco, to organize its agency 
operations. 
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Toni Drops Torme 

Toni, Inc., Minneapolis, has 
dropped its “Torme Time” quar- 
ter-hour program heard over 160 
NBC stations Saturdays at 5:30- 
5:45 p.m., EST. Toni has also re- 
linquished the NBC time spot. 


“It’s all right, usher, WFDF 
Flint says we shouldn’t miss this 
show.” 


They belong ‘together 


LIKE A NEEDLE AND THREAD 


They're a perfect combination when they work together—but can't do a “dam” 
when they're separated! Neither can advertising that stops at city limits help 
salesmen who go beyond. Only in Pittsburgh's Post-Gazette will your daily 
newspaper advertising work effectively with your salesmen in selling the mil- 


New York @ 


Concoritiets 


Philadelphia @ Boston @ 


tn -ritobuighd 
POST- GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, 
Chicago °@ 


REGAN & §& 


Detroit © San Francisco ¢@ 


Los Angeles @ 


lion central city people—and then travel with them to 
help sell the two million more who live in the neighbor- 
ing 144 cities and towns. 


CHMITT, INC. 
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Drops Scovill Account 


Donahue & Coe, New York, will 
resign on Dec. 31 the account of 
the general sales and screw prod- 
ucts division of Scovill Mfg. Com- 
pany, Waterville, Conn. 


R&R Names Flarsheim 


Henry Flarsheim, formerly vice- 
president and treasurer of- the 
H. M. Gross Company, has been 
named an account executive of 
Ruthrauff & Ryan, Chicago. 


FOR ACTION 
TRY PRESIDENTS 
DUN’S REVIEW 


- THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 


IZED SERVICE IN 


PLANNING, DE- 


SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
«IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 


ADVANTAGEOUSLY 


at tee 


LITHOGRAPHED DISPLAYS 


5 
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‘Norte’ Ups Robinson 


American International Publica- 
tions, New York, has promoted 
Robert G. Robinson from assist- 
ant sales promotion manager to 
eastern advertising manager of 
Norte. 


Pressure Cooker 
Copy Stirs Ire: 
Ekco Slaps Back 


(Continued from Page 1) 
competitors to help develop safety 
devices, free. A group of news- 
paper clippings are reproduced to 
convince the skeptical that acci- 
dents have given pressure cookers 
a black eye’ with millions of 
women. The company feels it has 
a big stake in the industry, and 
has no intention of letting the ac- 
cident issue die. The drive will 
continue. 

To date, the campaign has been 
highly successful, one dealer sell- 
ing 30 cookers the same day as 
the initial ad appeared, and Ekco 
spokesmen are lavish in their 
praise of the excellent merchan- 
dising cooperation of the news- 
papers used. Tie-in advertisements 


REGIE 


Jacobs Succeeds Ovitte 


Ruth Jacobs, fashion editor of 
Women’s Wear Daily, New York, 
has been appointed executive 
fashion editor, succeeding Wini- 
fred J. Ovitte, who has retired to 
live in California. 


Appoints Mercready 


Mercready & Co., Newark, has 
been appointed to handle the ad- 
vertising of Hercules Fasteners, 
Inc., Elizabeth, N. J., manufacturer 
of special fastening ‘machinery for 
the meat packing industry. 


PACKAGE DEAL—A gift package con- 

taining seven of Ekco's 18 Ekcoline 

kitchen tools will get this four-color full- 

page play in The American Weekly and 
Life (AA, Sept. 22). 


Appoints Brisacher 


International Electronics Lab- 
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Packard Reveals 
Record Ad Drive 
for 1948 Models 


(Continued from Page 1) 
tively treated spots” will be nearly 
100%. 

The magazine campaign will be- 
gin with a four-color spread in 
the Oct. 18 Saturday Evening 
Post; the center spread of Life 
Oct. 27 and Collier’s for Nov. 8. 
Illustrated under the headline 
“Three Great New Eights for ’48!,” 
are the DeLuxe Eight club sedan, 
Super Eight convertible, Custom 
Eight touring sedan and the Eight 
station sedan. 


Feminine Appeal to Follow 


Single page, four-color inser- 
tions are scheduled for Time Oct. 
20, Newsweek Oct. 27 and The 
New Yorker Nov. 1. Copy tailored 
for feminine tastes will follow in 
Harper’s Bazaar and Vogue in 
November. 

A special campaign emphasizing 
the Custom Eight as “America’s 
most luxurious motor car” will be- 
gin with four-color pages in For- 
tune and Town & Country in 
November. 

Mr. Hitchcock said the entire 
program is “keyed to the fact that 
the demand for new Packards is 
greater than ever before and is, 
therefore, designed principally to 
bring. people into dealer show- 
rooms to view the 1948 line.” 

Young & Rubicam is handling 
the program. 


Harold Thomas 
to Join Diebold 
in Drug Promotion 


New YorkK—Harold B. Thomas, 
who joined Pedlar & Ryan in 1945 
as vice-president and partner, an- 
nounced last 
week that he will 
resign to join 
with A. Richard 
Diebold’ in pro- 
moting drug 
products. 

Mr. Thomas, a 
veteran of the 
drug_ business, 
started with 
Kolynos Com- 
pany in 1923, 
and worked suc- 
cessively for Lewis Bros., Bristol- 
Myers Company (when it was 
part of Drug, Inc., a combine), 
and Centaur Company, a Sterling 
Drug division of which he became 
first sales manager and then presi- 
dent. In 1942 he became vice- 
president of Sterling, and found 
time during the war to serve as 
acting chairman and chairman of 
the Advertising Council. 

Mr. Diebold is the son of A. H. 
Diebold, former president of 
Sterling Drug, who with A. H. 
Weiss built the giant drug com- 
pany from the little Neuralgyline 
Company of Sistersville, O. The 
younger Diebold is president of 
Kilmer & Co., Stamford, Conn., 
which has as its principal prod- 
ucts Swamp Root Proprietary and 
Cramore’s Lemon Crystals. Its 
agency is Duane Jones Company. 


GORDON S. BROWN 


PoRTLAND, OrE.— Gordon S. 
Brown, 54, local display advertis- 
ing manager of the Portland Ore- 
ganian since 1940, died of a heart 
attack Sept. 30 while visiting in 
New York. Before joining the 
Oregonian, Mr. Brown served with | 
the Journal here and the Los An- 
geles Examiner. 


Harold B. Thomas 


manager of the Carolina Farmer, 
Greensboro, N. C., died in a hos- 
pital here Oct. 2 following a brief 
illness. er 


WILLIAM A. FAIRBURN 
CENTER LOVELL, Me.—William A. 
Fairburn, 71, president of Diamond 
Match Company since 1915, died 
suddenly at his home here Oct. 1. 
Mr. Fairburn was a designer 
and builder of steamships before 
joining Diamond in 1909 to take 
charge of reorganizing the com- 
pany. He is credited with di- 
recting many developments in 
safety matches. He was the author 
of numerous technical reports and 
books on philosophy, history and 
economics. £ 


O. C. FELDON 

Ho.tyoKe, Mass.—O. C. Feldon, 
41, formerly with McGraw - Hill 
Publishing Company, died at his 
home here Oct. 7 after a lengthy 
illness. Mr. Feldon had not been 
well since _ sustaining injuries 
while serving as a patrol scout 


with the Seabees during the war. 
Survivors include two _ brothers, 
O. A. Feldon, Chicago, and Rich- 
ard Feldon, New York, both pub- 
lishers’ representatives. 


CHARLES KIRST 

Two Rivers, Wis.—Charles 
Kirst, 77-year-old druggist who 
was nationally recognized as orig- 
inator of the “one-cent sale,” died 
here Oct. 5. 

In the drugstore business here 
since he was a young man, Mr. 
Kirst was first to offer two articles 
for one cent more than the price 
of one. He also developed a large 
business volume by giving away 
candy to children. 


WILLIAM A. PHELPS 

Cuicaco — William, Austin 
Phelps, 62, vice-president of Ful- 
ton, Morrissey Company, died 
here Oct. 2 following a lengthy 
illness. Mr. Phelps had served 
with the agency six years. Pre- 
viously he was with Gardner Ad- 
vertising Company in New York 


,and before that for many years 
‘with Green, Fulton, Cunningham, 
a predecessor of Fulton, Morrissey. 


W. GIBSON CAREY 

STamMForD, Conn.— W. Gibson 
Carey, president of the Yale & 
Towne Mfg. Company, was 
drowned Oct. 4 while swimming 
at Ponte Verda Beach, Fla. Mr. 
Carey was also a director of Col- 
gate-Palmolive-Peet Company, 
Armstrong Cork Company and 
other companies, and a past presi- 
dent of the National Association of 
Manufacturers. 


FRANK I. CASH 

Cuicaco —Frank I. €ash, 54, 
president of Frank I. Cash & As- 
sociates, Chicago agency, died of 
a heart attack Tuesday. Mr. Cash 
had been an advertising executive 
here for 25 years. 


Appoints McGill 
General Dry Batteries of Can- 
ada, Toronto, has appointed Alex 


McGill as general sales manager. 


MONO W080 


IN 
NEW YORK 


: OFFICES 
PITTSBURGH AND 


Colorado 
Wyoming 
Utah 


S. E. Idaho .... 
So. Montana 


(1) 
(2) 


(3) 
(4) 
(5) 


*1940 Census of Irrigation 


+Number of Western Farm 
Life subscribers 


{Total number of acres under 


GEORGE COCHRANE JR. | 


THOMASVILLE, N. C.—George T. | 
Jr., advertising | 


Cochrane 39, 


irrigation 


IRRIGATION GUARANTEES 
CROP PRODUCTION IN 
THE SURE-CROP AREA 


9,660,160 acres of High Producing Farm 
Land in this Market are Irrigated—46.1 % 
of all Irrigated Land in the United States. 


Irrigation farming is DIFFERENT. Irriga- 
tion farmers from eastern Colorado to 
western Idaho, and from Mexico to Can- 
ada, read the Western Farm Life because 
its editorial columns are DIFFERENTLY 
tailored to fit western needs. 
Farm Life editors are almost daily working 
with irrigation farmers. These intimate 
contacts are reflected by the following 
stories in the July 15, 1947, issue: 


New Mexico Farmers Level Over 


27,000 Acres of Irrigated Land. 


Reclamation Bureau Lets New 


Contracts. , 
Fewer Trees More Water. 


Water Flows Through Adams Tunnel. 
Cantaloupe Champion (An Irrigation 


Farmer). 


Irrigation Syphons Here to Stay. 


Irrigation Farming and Reclamation are 
two of the many common interests that 
serve to unite this territory into one rich, 
progressive farm market whose average 
income per farm in 1946 was $7,112 or 
68% greater than the national average 
of $4,221. 


Western 


Atlanta 
Los Angeles 


life 


Dallas 


Irrigated 
Farms* 
29,766 
8,637 
22,612 
yet Sell this Whole Market by using 
8,796 
3,405 
+163,098 +107,876 
DENVER, COLORADO 
Dominating the rich rural market of the Denver and Salt Lake City 
122,000 wholesale trade territories where 5,576 wholesale firms will do more 
than $1,500,000,000 worth of Business in 1947. 
9,960,160 Largest circulation of any farm paper published west of the Corn Belt. 
National Representative: THE KATZ AGENCY 
New York Chicago Detroit 
Kansas City San Francisco 
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. tration of both plan and budget 
= Names Rose-Martin AN A Pla ns Stud should be delegated to the adver- 
gk Hopp Press, Inc., manufacturer y tising manager, along with the 
‘5 IE org wn aiee tir Gaver” responsibility for getting the com- 
a2 ipchug - eo pany’s money’s worth in every- 
vo “Sein unk on te to Sell Top Brass thing, including agency service.” 
papers will be used a Iss Film Data 
a Co es ues Fi ata 
omg —— mesige on Advertising heneitbhad Screen News Lid, 
Har : mith, Inc., ew . Montreal, has issued a booklet en- 
York, , been named to handle (Continued from Page 1) titled “The Importance of Movi- 
the technical publicity of Gehn-|and the report might then be ology,” dealing with industrial 
rich & Gehnrich, Inc., Woodside, | turned over for a theoretical study motion pictures. The _ booklet, 
= L. I., manufacturer of industrial of just how the appropriation which will be distributed to man- 
y= rocess ovens and dryers. should be determined.” A jury ao Ge eee | lk 
of several men, headed by a com- sales training; merchandising; job Png 
COLOR PRINTING pany president who had been an instruction and safety education; dj 
° advertising man, would pass on employe relations, and public re- ti 
without the reports. lations. be em ") 
COLOR PL ATES a? program might then be set —_—_—_ nan a 
Se a ee Best Foods Names Y&R meetit 
pd = ana . ..4 A Fae Bs oy Be me ae ponies seco pone "LOCALIZERS'—Active in the launching of the Distribution Council of National Best Foods has appointed the tional 
by EB .. our inexpensive color process. , Advertisers, Inc., at the ANA meeting in Atlantic City, were (seated, left to | Toronto office of Young & Rubi- Cr: 
for samples and further information |foremen, on the functions of ad-| [ioht): Lyle Schultz, Nash-Kelvinator; Marshall Adams, Mullins Mfg., chairman; |cam to handle Canadian advertis- alias 
about this jouer oe. COLORGRAPH | vertising and the necessity of using} B. K. MacLaury, Bigelow-Sanford Carpet. Standing: Leo Corcoran, Hoover jing, effective Jan. 1. Products memb 
funds for the production of cur- Company; Fred Wahlstrom, ANA; R. H. Harrington, General Tire & Rubber, and | covered are Hellman’s and Best adver 
Colorgraph Process Co. rent sales and as a capital invest- Ellis Bishop, Royal Typewriter. Foods mayonnaise and 2 in 1 shoe larger 
241 E. Ilinois Street. Chicago 11, Ilinois | ment.” polishes. Benton & Bowles, New eines 
Robert J. Keith of Pillsbury|and advertising of Textron, Inc. | YT; — the company’s do- poe ae 
——— Mills, Inc., urged “individual in- “In many large organizations,” mestic advertising. Batch: 
doctrination of those (top execu-| he explained, “the ideal setup is to Rea 
Advertise to tives) who approve our budget|choose a real professional adver- were: 
request. We must impress |tising man, make him a vice-presi- duce 
Florida's Fastest Growing Market these men that: dent, and . . . place him on the volum 
“1, Advertising is an invest-|same level of authority as the son, h 
ment in a valuable or potentially | general sales manager.” was 
T AM p A e ST PETERSBURG valuable consumer franchise. . . Mr. Spooner pointed out that cost c 
. “2. Advertising is a necessity if}the eombined annual advertising are d 
we are to build a consumer fran-|expenditure of the textile indus- ee Te 
For many years the Tampa-St. Petersburg chise in this highly competitive|try has risen in the past 15 years . fh aa) 
Market was 3rd in population in Florida. BUT ore. vy about gpg R aaeaee Just sold my To 
today the situation has changed and Tampa- Ad Concept ‘Sound’ at dak a lle > ene old Gas Range are s' 
St. Petersburg pa FIRST in FLORIDA. Here “3. The concept behind our ad-|tron has had much to do with the . ' é cost . 
are the population figures: vertising pronouncements is|awakening that has taken place.” ~gi y og 
? sound. He reproduced on a recording a 
pan etersburg po yaad “4, ‘The advertising budgets to|statement by Royal Little, Tex- pew 
Miami 21 4.300 be requested are an integral part] tron president. pure 
(Sales Management Survey — 1947), of the profit and ‘loss statement. Next Top Position lars v 
“5. Our advertising budget re- th 
In advertising to this market, remember that quests are absolute. We arrive at| Mr. Little said that in less than pa 
St. Petersburg represents 43% of the Buying them soundly and they are not four years Textron (currently peatiz 
Income and 43% of the Retail Sales of Tampa- ee al per tener “aoe will a aye —— in Pre 
‘i fe) e board reviewing them.” advertising) “has grown from an 
St. Petersburg. Moreover, no Tampa news, |) "afr eh cited one ANA mem- [idee ino symbol tht stands for = 
na 8 angi y ber company whose director of|quality merchandise. . . From the 
tion in St. Petersburg. advertising contacts personally | start, extensive advertising, even hopping News, air 
, “every available director on his|in a seller’s market, has been uti- ; 
pty! Pligg use St. Petersburg’s company’s board at least three| lized as a tool in the top manage- of sages ie 
, times a year.” He also sends| ment job of obtaining recognition er 
“monthly individualized mailings|for the company and creating a ye 
PETERSRIIR RIDE Address to the really ‘tough nuts’ of the/long-term consumer demand for ~hgy 
Write today r : St. Petersburg group.” its products. .. 1 
for - . : jee “ae The very size of many budgets| “Independent surveys have re 
new market y DEPEND is 28 pg o- emphasizes why “advertising to-|shown that the name ‘Textron’ is oo @ 
Data Book ‘ atio : St. Petersburg, day is the tool of top manage-|second only to one other brand 47) 
son Co.. | Florida ment in the more progressive com-|name in the entire textile field, Clevelanders have pal 
ee és i sidnetatamiieal panies,” = are eee po from the standpoint of brand prtoond 
- ; vice-president for public relations | name recognition. . . ; 
“Before Textron launched any tT eal contid ence 
advertising, we made extensive 2 . Chi 
studies which showed that those 
)M. BAKER pose gape with 1 vent gap in Shopping News Fe 
z and employment records were +2 rs 
[———— i N F L U é N e £ those that advertised heavily and as an advertising. abilit 
—— regularly. Our studies have proved 7 ‘ae 
P : In the first six months of 1947, that invariably the textile com- or | 
Seppe pany that does well consistently, 
ae. general advertising aimed at man- | jn spite of conditions, is the one short 
\ agement men through the Chicago | that makes its own product, con- = - 
is Journal of Commerce increased trols its manufacture, distributes ' e of 2 
h lasal it, and forcefully advertises its fied advertising were placed York 
11 per cent over the same period | prang name.” Miia: Niven inten snore panel oe 
<a a year before. Any way you look | Introducing this session, Mar- Riper ry ae 
. re Sas shall Adams, Mullins Mfg. Cor- 
Mr. Fiqnewton > ere yon ig he sone poration, showed that “there is Youn 
exec. vice “pres. of the multi-billion dolar Central |, place for the genius or prima medium that sells FOR ( Sta 
Western industrial market and the | donna, or even the salesman, in SHOPPING NEWS. — 
tremendous influence exerted on | the aw Pi — : nelle 
° : : ager’s chair unless he combines 
it by this — dominant Central | ¢ ecutive ability with the other — 
Western business newspaper. traits in a very unusual way... wi 
Pair up your advertising with this Ad Manages tn Charge East 
influence. You’ll like the results,|  ,, ' iy . {/ Com 
a A business suffers when the 
you get them. less encouraged, to carry on ne- ha 
gotiations over the advertising NT cael 
’ . manager’s head.” Also, “it is a ft 
renee = 5309 HAMILTON = TRI 
in nation’s greates 1 Oo * “ 
industrial a on a highly dramatized sales CLEVELAND 14, OHIO ian 
i presentation in order to secure an| [jy moe 
appropriation. . . The advertising ‘Represented nationally by Sons 
plan and budget in detail are a ae . 
management matter that should be JAMES A. COVENEY COMPANY Wild 
“I think Mr. Fignewton’s morale would be better if the boss laid out just as production, dis- 501 FIFTH AVE. - NEW YORK 17, N.Y P. B 
Ae - 5 CNT, 
didn’t try to hog the Chicago Journal of Commerce.” EER ENE SEE PENS ave Ae ee es > a 
out. Chicago * Boston * St. Louis Clue 
zit 2 “Once decided on, the adminis- 
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ANA Study Shows 
Larger Budgets 
and Sales in ‘48 


‘Fortune’ Optimistic 
but Cites ‘Threats’; 
Brown Elected 


ATLANTIC Ciry—General opti- 
mism over America’s immediate 
economic future, but fears that 
continued dislocations in Europe 
may hasten World War III, dom- 
inated talks and reports at the 
meeting of the Association of Na- 
tional Advertisers here last week. 

Of 102 ANA members surveyed 
—about one-quarter of the total 
membership—47 said that their 
advertising budgets would be 
larger in 1948; 42 said about the 
same; nine said smaller, and four 
did not answer, reported E. T. 
Batchelder, ANA secretary. 

Reasons given for increases 
were: to expand markets, intro- 
duce new products, and balance 
volume potential. A principal rea- 
son, however, Mr. Batchelder said, 
was “because of the increased 
cost of doing the same thing we 
are doing this year.” 


Switches Being Made 


To meet these costs advertisers 
are switching from high to low- 
cost media, using less space, and 
testing media more thoroughly, 
the report said. Advertisers fear 
that costs are getting out of hand 
and that in the not too distant 
future additional advertising dol- 
lars will not be available to meet 
them. Some advertisers are con- 
centrating in fewer media, or re- 
peating ads. 

Predominantly—90 to five—the 
advertisers preferred that pub- 
lishers “hold circulations to a 
quality basis and allow only ‘nat- 
ural’ growth,” rather than strive 
vigorously for broader coverage. 

Three-fourths of the advertisers 
covered said that their business 
is better today than a year ago, 
but the bulk of the gains were 
less than 25%. Two-thirds said 
their profit prospects were good 
for the current year. Nearly half 
(47) expect sales to be larger in 
1948, and 37 predicted “about the 
same.” 


Many Obstacles Seen 


Chief obstacles to greater vol- 
ume were high prices, competi- 
tion, lack of raw materials, in- 
ability to obtain equipment for 
expansion, wholesalers’ buying 
caution. Mounting costs of labor 
and materials, taxes and material 
shortages were cited as discour- 
aging factors in the profit picture. 

Robert B. Brown, vice-president 
of Bristol-Myers Company, New 
York, was elected chairman of the 
board, succeed- 
ing Thomas H. 
Young, United 
States Rubber 
Company. 

W. N. Con- 
nolly, S. C. John- 
son & Son, Ra- 
cine, Wis., and 
W. B. Potter, 
Eastman Kodak 
Company, Roch- 
ester, were 
elected vice- 
chairmen. 
Foods, Inc., New York, is presi- 
dent and executive head of the 
ANA. 

New directors are Wesley I. 
Nunn, Standard Oil of Indiana; 
Chester W. Ruth, Republic Steel 
Corporation; J. Ward Maurer, 
Wildroot Company; Henry Gorski, 
P. Ballantine & Sons, and Robert 
Dowling, Sanforizing division of 


Robert B. Brown 
Albert Brown of Best 


to the board were D. H. Odell, 
General Motors, and Don B. Stet- 
ler, Standard Brands. 

Fortune disclosed in a presenta- 


W. N. Connolly W. B. Potter 
tion, made especially for the ANA 
meetimg, that the nation’s economy 
is now at a level of prosperity 
which economists, earlier this 
year, regarded as a possible goal 
for 1960. This level, however, can 
be maintained only by overcom- 
ing the fear of many Americans 
over their future and through the 
“decisions” of business executives 
to maintain it. 

Six outstanding threats to the 


present boom cited by Fortune 
were: 

1. Inordinately high agricul- 
tural prices, which may reduce 
consumers’ expenditures for other 
products. .: 

2. High cost of living, based in 
part on higher industrial prices. 

3. Declining backlog of con- 
sumer savings. 

4. Lack of foreign money, with 
which to pay for U. S. exports. 

5. The danger of another wave of 
industrial disputes, and still higher 
prices as a result of higher wages. 

6. The possibility that, after re- 
conversion demands have been 
met, the rate of U. S. capital 
formation (now at an all-time 
high of almost $30 billion) may 
not be maintained. 


Urges Extended Campaign 


“A long-range program to pre- 
serve the American way of life,” 
not only in this country but in 
Latin America and in Europe, was 
urged by Lewis H. Brown, presi- 
dent of Johns-Manville Corpora- 


tion. Mr. Brown recently com- 
pleted a six-week investigation of 
the European economic situation, 
at the request of the War Depart- 
ment. 

He found in Europe a parallel 
with the condition of Germany in 
1931-33. Russia’s iron curtain can 
be held, and pushed back—and 
World War III averted—he 
warned, only if we provide food to 
“keep the 240,000,000 people of 
western Europe on our side,” and 
only if Europe, somehow, gets 
back on its feet, economically. 

Mr. Brown urged the adver- 
tisers to undertake an educational 
program among the American 
people to “cause Congress to take 
action now.” 

Britain, he said, must work 
enough and earn enough to “get 
off the American dole.” By work- 
ing six days a week, instead of 
the present five, Britain could pro- | 
duce 50,000,000 extra tons of coal | 
annually to help bolster the econ- | 
omy of western Europe. Britain’s | 
failure to do this, and the ex- | 
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treme dislocation of Germany, Mr. 
Brown pointed out, are the two 
“real problems.” Germany, 
France, Italy and other countries 
are working. England must go to 
work, too. 


Reconstruction Job Tough 


On the other hand, Robert L. 
Garner, vice-president of the In- 
ternational Bank for Reconstruc- 
tion and Development, found that 
the problem of reconstruction is 
more difficult than had been ex- 
pected and that, unless western 
Europe gets “real aid” from us, 
the present gains will be lost. 
France, Italy and Germany, he 
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Ask for CARDY-LUNDMARK CO. 
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IF IT’S SALES YOU WANT... 


Use WTIC in Southern New England! 


Cluett, Peabody & Co. Reelected 


IF IT’S DINOSAURS YOU WANT... 


Use a pick in the Gobi Desert! 


By every measurement, station WTIC, Hartford, 


dominates the prosperous 
Southern New England Market. 


DIRECT ROUTE TO SALES IN Southern eu England 


The Travelers Broadcasting Service Corporation Affiliated with NBC 


and New England Regional Network 
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said, are the most critical spots. 
Mr. Garner cited Europe’s need 
for more food and aid for food 
production, raw materials, indus- 
trial equipment, financial stabiliza- 
tion, integration of production and 
trade, and more efficient use of 
manpower—and especially the use 
of modern industrial techniques. 
He urged American advertisers 
to help get the understanding and 
support of the American people 
for the nation’s international role. 
The growth of commercial films 
as a medium of both management 
and labor was stressed at a show- 
ing of more than 20 such films 
at the ANA meeting. 
The ANA radio council agreed 


to work with the National Asso- 


QUANTITY, ANY COLORS. WE ALLOW STANDARD.” sae 
AGENCY COMMISSIONS oe 


E. HALKER ours LIMA ome 


‘with very little reading. We have 


|think it is important to disguise 


ciation of Broadcasters in the de- 
velopment of NAB’s new code for 
broadcasters. 


Fits Ads to Media 


Pepsi-Cola Company ‘“hasn’t 
enough money to waste to attempt 
to make one ad fit 20 or 30 
media,” Bryan Houston, executive: 
vice-president, told ANA mem- 
bers at the Monday session on 
copy and media. “We think ad- 
vertising copy should fit the audi- 
ence of the medium in which it 
appears,” he said, “and within the 
limitations of cost we always 
build special copy for each audi- 
ence. 

“Likewise, we aim to make our 
ads distinctive enough to pay off 


no sympathy with advertisers who 
their ads, hoping that the reader 


will be induced to read them be- 
fore they discover whose ads they 


| are. 


“Don’t, for heaven’s sake, be) 
afraid of recognition. If people 


|dislike you or your product so 


INDUSTRIAL ADVERTISERS—Summing things up between ANA sessions are 
(left to ap | Marjorie Pierson, Hercules Powder; Harry Mercer, American 
I 


Rolling Mi 


; Chester Ruth, Republic Steel; Ted Marvin of Hercules, and Keith 


Evans, Inland Steel. 


much that they won’t read your 
ads just because they’re yours, 
you’re wasting time advertising, 
no matter what you say.” 

Mr. Houston emphasized that 
public relations is “80% what you 
do and not more than 20% what 
you say,” and said Pepsi-Cola 


carefully attempts to create a 
friendly feeling for its product 
and the company in all its adver- 
\tising, merchandising and selling 
practices. 

“If you can make people feel 
friendly toward you,” he said, 
“you can write awfully bad ads 


Marketing Surveys Compiled 


QUICKLY, ACCURATELY 


by IBM Service Bureaus 
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Marketing Researchers seeking accurate, up-to-the- 
minute facts on which to base decisions, need not be 
restricted by manual compilation methods. IBM 
Service Bureaus, conveniently located in principal 
cities, can provide accurate, comprehensive reports of 
field surveys— quickly. 


IBM Service Bureaus have recently produced re- 
ports on surveys covering such subjects as Advertising 
Effectiveness, Buying Power, Consumer Preference, 
Distribution, Circulation, Housing, Traffic, Radio, 
Public Opinion, Wages and Personnel. 


We invite you to call the IBM office nearest you 
for full information about this dependable service 
for virtually every compilation of Marketing Research. 


ELECTRIC PUNCHED CARD ACCOUNTING MACHINES 
AND SERVICE BUREAU FACILITIES 


ELECTRIC TYPEWRITERS...PROOF MACHINES... 
TIME RECORDERS AND ELECTRIC TIME SYSTEMS 


International Business Machines Corporation, World Headquarters Building, 590 Madison Avenue, New York 22, N. Y. 
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and still get a better reception 
than that accorded to companies 
or products which have not built 
up this friendly feeling.” 


Schedule Choice Hard 


At the same session Newman 
McEvoy, media director, Newell- 
Emmett Company, reported that 
current competitive situations and 
the addition of numerous new 
media of all types, make the selec- 
tion of schedules more difficult 
than ever before. 

He showed a series of slides to 
indicate what has been happening 
to rate structures, and demon- 
strated that while coverage and 
circulations have all increased 
greatly in the past two decades, 
dollar costs for “the same buy” 
have also increased. 

The session wound up with a 
hammer and tongs discussion on 
copy testing, with T. Mills Shep- 
ard of McCall’s acting as mod- 
erator, and a panel of experts in- 


cluding John Caples, BBDO; 
Henry Godfrey, Schenley Dis- 
tillers Corporation; Prof. D. B. 


Lucas, New York University; Wil- 
liam Ricketts, N. W. Ayer & Son, 
and D. Earle Robinson, LaRoche & 
Ellis. 


\‘Electrical World’ 


Gives Top Posts 
to Flynn, Tenney | 


NEw YorK—Ralph H. Flynn, 
former assistant publisher of Elec- 
trical World, and George C. Ten- 
ney, vice-president of McGraw- 
Hill Publishing Company and pub- 
lisher-editor of Electrical West, 
have been appointed publisher 
and acting editor, respectively, of 
Electrical World, succeeding Lee 
H. Hill, who resigned as editor 
and publisher of the publication 
Oct. 1 to return to industry. 

Mr. Flynn will be publisher of 
McGraw - Hill’s electrical unit, 
which consists of Electrical Con- 
struction & Maintenance and Elec- 
trical Wholesaling in addition to 
Electrical World. 

Other staff changes on Electrical 
World include the appointment of 
Stanley A. Tucker, former associ- 
ate editor, as managing editor, suc- 
ceeding Daniel T. Braymer, who 
becomes associate editor, working 
in the field. Archer E. Knowlton, 
former associate editor, has been 
promoted to senior associate edi- 
tor. 


5. Tips On Space Buying 


You Can't Take It With You! 


Results are what count to this space buyer. 
He has been using a certain publication for 
years and thinks he is still getting them. To 
mention or suggest trying another one is 
blasphemy to him. 


You're probably glad you're not this type 
of closed-minded guy. You realize that pub- 
lications change over a period of years; that 
the only way to be sure you're getting the 
best results for your expenditure is to con- 
stantly study the market and publications 
covering it. 


If you studied the Water and Sewage mar- 
ket today, you'd find WATER & SEWAGE 
WORKS is the only publication that covers 
both of these utilities. You would find that 
its circulation, pages of editorial material 
and pages of advertising are consistently 
increasing. 


For all The Facts—Write or Call Mr. Cocker 
Ask For Media File Folder 


WATER & SEWAGE 
WORKS 


22 W. MAPLE ST, CHICAGO 10, ILL. 
HEN TOR - CLEVELAND - Las ANELES» sun FAIaeD 
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Advertising Age, October 13, 1947 


Sterling Tells of 
Ad Support Given 
to Safety Drive 


Cricaco—Safety campaigns will 
get some 6,000,000 lines of news- 
Paper space before the year is 
over, John C. Sterling, publisher 
of This Week Magazine, told the 
National Safety Council’s congress 
here last week. 

In addition, he said, there were 
more than 850,000,000 listener im- 
pressions for the council’s accident 
prevention program, on radio time 
contributed by advertisers, and 
more than 35 national advertisers 
have used the safety theme in 
Magazine copy this year. 

Recounting the success of the 
joint National Safety Council-Ad- 
vertising Council drive in reduc- 
ing accidents, Mr. Sterling em- 
phasized that although the num- 
ber of automobile accident deaths 
has increased (as was predicted) 
since the war, the deaths per mile 
have continued steadily down- 
ward. He credited the ad council 
drives for a large share of the de- 
crease. 

While “it is sometimes as diffi- 
cult to prove conclusively the case 
for advertising as it is to prove 
the case for education, honesty, 
diligence or even freedom”, Mr. 
Sterling urged the council mem- 
bers to make continued effective 
use of available advertising ma- 
terials. 


CHICAGO PLANS NEW 
SAFETY CAMPAIGN 

Cuicaco — While the National 
Safety Congress was in session, 
mapping 1948 safety campaigns, 
Chicago’s Mayor Kennelly called 
on some 30 advertising and public 
relations men last week to plan 
and support a new drive to cut the 
city’s uncomfortably high acci- 
dent rate. 

At a luncheon given by the Chi- 

cago Motor Club, the necessity for 
advertising support was empha- 
sized by the mayor as the only ef- 
fective way to cut the death rate. 
A record of two years without an 
accident to children going to and 
from school was cited as an ex- 
ample of what can be done by 
means of a well-planned drive. 
_ The entire group, representing 
local and network radio, newspa- 
pers, agencies, large advertisers 
and the business paper sector, was 
appointed py the mayor as a per- 
manent committee to consult and 
work with the city council in 
planning the campaign. 


Medical Suckers Bow 


Sharp & Shearer, Reading, Pa., 
has introduced Kiddie-Kof suck- 
ers, a medicinal product in sucker 
form for children’s coughs due to 
common colds. The suckers have 
been flavored with imitation wild 
cherry. A package of six cello- 
phane-wrapped suckers sells for 
29 cents. The new product is be- 
ing promoted in Hygeia and Par- 
ents’ Magazine, and in medical 
and drug _ publications. Direct 
mail and counter and window dis- 
plays are also being used. 


Heads Emerson Unit 


Richard A. Hyman has been ap- 
pointed supervisor of the newly 
organized premium division of 
Emerson Radio & Phonograph 
Corporation, New York. The 
heavy demand for Emerson sets 
as premiums and prizes necessi- 
tated this move, Phil Gillig, vice- 
president in charge of sales, said. 


Cappell Joins Flind 

James P. Cappell, former ac- 
count executive of Albert Frank- 
Guenther Law, New York, has 
joined Flind "Advertising, New 
York, in the same capacity. 


Ascher Appointed 

London Gramaphone, New York, 
has appointed Sidney Ascher As- 
sociates, New York, to handle ad- 
vertising of its London records. 


Last Minute News Flashes 


New Hearing Aid Uses Wartime Secret 
Cuicaco — One of the most unusual wartime electronic develop- 
ments—the printed circuit—has been adapted by Allen-Howe Elec- 
tronics Corporation, Peabody, Mass., for its new, subminiature hear- 
ing aid, Solo-pak. The device, unveiled here last week, boasts a 
ceramic tablet on which wiring, resistors and capacitators have been 


printed by the silk screen process. 


A drive in national magazines and 


trade publications is being prepared through Gray & Co., Denver 


agency. 


B&B Gets Three Feathers Ad Account 


New YorK—Schenley Distillers Corporation has switched its Three 
Feathers advertising from Peck Advertising Agency to Benton & 


Bowles. 


Three Feathers gin and multiple advertising on these brands. 


Included are Three Feathers Reserve and V. S. R. whiskies, 


Peck 


continues to handle Green River, Old Quaker, Cascade and other 


Schenley brands. 


Starts Radio Drive for 4-Way Cold Tablets 

St. Louvis—A concentrated radio campaign for 4-Way cold tablets, 
a product of Beaumont Company, division of Grove Laboratories, 
will start this week through Harry B. Cohen Advertising Company. 
Time, ranging from half-hour programs to station breaks, has been 


bought on approximately 100 stations. 


March. 


The drive will run through 


Car Dealers to Sign for Video Wrestling 

New YorK—Kings & Queens Plymouth & Dodge Dealers, Richmond 
Hill, L. I., are set to sign a contract this week with Allen B. DuMont 
Laboratories for sponsorship of the wrestling matches televised on 
WABD, New York, Fridays, 9:30-11 p.m. Business is placed direct. 


General Foods Joins Contest Parade 

New YorkK—General Foods Corporation, through Young & Rubicam, 
will use a spread in Life Oct. 20 to announce a consumer “My 
favorite grocery store” contest, in which grocers also will participate, 
for $6,900 in prizes. Pages will follow in Ladies’ Home Journal, Look, 
McCall’s and Woman’s Home Companion. Business publications also 


will be used. 


New York Central Waits for Cars, Too 
New YorK — The New York Central System will take 1,000-line 
ads in 20 on-line cities this week to announce that ‘We’re on the 


new car waiting list, too.” 


The theme of the railroad’s waiting for 


new equipment will be illustrated by people looking at new auto- 


mobiles and railway cars marked “For display only.” 


Belding is the agency. 


Foote, Cone & 


Report Lennen & Mitchell Gets C-P-P Account 
New YorK—It was reliably reported that Colgate-Palmolive-Peet 
Company will shortly announce that Lennen & Mitchell has been 


named to direct advertising for Lustre-Creme. 


The cream shampoo 


has been handled by Hill Blackett Company, Chicago (AA, July 28). 


Ru-Ex Launches Spot Radio Campaign 
Sr. Pau — Ru-Ex Company, division of Udga, Inc., will break a 
one-minute spot radio campaign this week over 35 stations, plugging 


Ru-Ex Compound for aches and pains. 


Company is the agency. 


Harry B. Cohen Advertising 


Station Reps Say 
Columbia Violates 
Anti-Trust Law 


New YorkK—One of the first offi- 
cial actions to come from the 
newly organized National Asso- 
ciation of Radio Station Repre- 
sentatives was the filing of a 
complaint with the U. S. Attorney 
General and the Federal Com- 
munications Commission against 
CBS. 

The charge: Violation of the 
Sherman Anti-Trust Act “by tak- 
ing over the non-network time 
sales of a number of CBS affiliated 
stations which heretofore were 
represented by members of the 
association.” 

This was an unmistakable ref- 
erence to WRVA, Richmond, and 
KSL, Salt Lake City, which have 
signed with CBS’s Radio Sales. 

In its complaint, the association 
alleges that CBS is violating two 
FCC regulations: limitation of 
network control by option on each 
station’s time and the ban on net- 
works fixing the rates stations 
may charge for non-network ad- 
vertising. 

Last week the FCC had docketed 
the complaint. Next step is for 
the commission to decide whether 
the matter warrants its investi- 
gation. 

Meanwhile, CBS has an answer 
of its own. It came from Howard 
S. Meighan, Columbia vice-presi- 
dent, who said: “CBS Radio Sales 
has never solicited business from 
any radio station which we rep- 
resent in the national spot field. 
In each case, the station has 


‘initiated the conversations, 


and 
we do not propose to depart from 
that procedure.” 

He added that the association’s 
assumption that local programs 
of Radio Sales-represented sta- 
tions would be sacrificed to ac- 
commodate network commercial 
programs was far from true. 


No Meat - or Eggs- 
Will Be Reminder 
on WSAI Breaks 


CINCINNATI—Those new meat- 
less and eggless days aren’t going 
to be ignored here if WSAI can 
help. 

Beginning last Tuesday, the Cin- 
cinnati station started tying in 
with the President’s food con- 
servation plan with a special an- 
nouncement at every station break 
from sign-on to sign-off. 

“This is meatless Tuesday” will 
be the reminders every week until 
the plan is established, and on 
Thursdays “eggless Thursday” 
will be substituted, according to 
Robert M. Sampson, general man- 
ager of WSAI. 


Blue Cross Names Wells 


Lawrence C. Wells has been ap- 
pointed public relations manager 
of the Blue Cross Commission of 
the American Hospital Associa- 
tion, Chicago. He was formerly 
acting public relations manager. 


Issues Freight Timetable 


The New York Central System 
has issued a freight train time- 
table, listing the new schedules of 
more than 100 daily fast freights. 


FOOD EXECUTIVES—William Smith of 

Thomas J. Lipton, Inc., and John 

Holme, General Foods, chew things 
over at the ANA meeting. 


Ritepoint Shows 
Filigree Pencil 
at Specialty Show 


Cuicaco — Ritepoint Company, 
St. Louis pencil maker, revealed 
here last week it will announce an 
ornate new $5 Ritepoint Filigree 
mechanical pencil soon in full- 
page ads in nine national maga- 
zines. 

Later, Ritepoint will use maga- 
zines to introduce a new ball pen 
to retail for $1. 

Ritepoint exhibited its new 
products at the annual meeting of 
the Advertising Specialty National 
Association, 44-year-old organiza- 
tion of manufacturers and jobbers 
of calendars, pencils, leather goods 
and other advertising specialties. 

The new Ritepoint Filigree 
pencil has a filigree design of ac- 
tual silver extending nearly its 
full length. The ads will appear 
in November and December in 
American Magazine, Esquire, For- 
tune, Life, Mademoiselle, The 
Saturday Evening Post, Time, 
True and Vogue. Gardner Adver- 
tising Company, St. Louis, is the 
agency. 


Did $75,000,000 Volume 


R. M. Searle, Washington, sec- 
retary of the association, told 
members that dues payments in 
the past year, which are based on 
sales, indicate the 200-odd jobber 
and manufacturer members did a 
volume of about $75,000,000, high- 
est in many years. 

With the exception of leather 
items, memo pads, wallets, etc., 
which still are affected adversely 
by tge luxury tax, specialties of 
all ¢:: were declared to be sell- 
ing greater quantities. Associa- 
tion spokesmen said the pick-up 
in business comes from desire for 
premiums and imprinted give- 
aways from all types of retailers 
and service companies. 

Most exhibitors at the meeting 
were printers of calendars. Others 
included Kromex Sales Company, 
Atlantic Playing Card Company, 
C. S. Hammond & Co. and George 
F. Cram Company, makers of 
commercial maps. 


Nat'l Transitads Gives 


Space to Ad Council 

National Transitads, New York, 
will contribute 1,000 poster spaces 
to the recently formed three-sheet 
poster pool organized through the 
cooperation of the National Asso- 
ciation of Transportation Adver- 
tising for the support of Adver- 
tising Council public service 
campaigns. This contribution is 
separate from the approximately 
200,000 council car cards National 
Transitads places each year with- 
out charge. 

The added space, located in 
Boston and Philadelphia, raises to 
more than 5,000 the total number 
of posters that will be displayed 
by transit advertising companies 
in support of council projects. 
Other transportation companies 
cooperating are Transportation 
Displays, Transit Advertisers, New 
York Subways Advertising Com- 
pany and the Chicago Car Ad- 
vertising Company. 
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ITU ‘No Contract’ 
Policy Unlawful, 
ANPA Tells NLRB 


CINCcCINNATI—The American 
Newspaper Publishers Association 
has filed charges with the National 
Labor Relations Board against the 
International Typographical 
Union’s “no contract” policy. 

In behalf of 400 members, 
ANPA asked NLRB for “immedi- 
ate relief in accordance with pro- 
visions” of the labor law. 

Cranston Williams, New York, 
ANPA’s general counsel, said in 
the petition that the ITU’s policy 
of not signing labor contracts was 
adopted for the purpose of refus- 
ing to bargain collectively; main- 
taining the closed shop, feather- 
bedding practices and boycotting; 
prohibiting ‘employment of non- 
union foremen, and superimposing 
the ITU’s laws and regulations on 
the Taft-Hartley Act. 

All those purposes, the petition 
said, are in violation and defiance 
of the Taft-Hartley Act and 
threaten the ANPA with irrepar- 
able damage. 

The total of contracts to expire 
between ANPA newspapers and 
ITU locals by the end of the year 
is 239, Mr. Williams declared. 

Woodruff Randolph, ITU presi- 
dent, in San Francisco declared 
that the ANPA overstepped its 
authority because it employs no 
ITU members. 

He said that to prove it, “I offer 
to sign a contract covering” ITU 
locals and ANPA newspapers, “if 
Mr. Williams will sign it—if we 
can agree upon the terms thereof. 

“If Mr. ‘Williams does not im- 
mediately accept this offer he 
should return to the innocuous 
oblivion from which he emerged 
to made his deceptive, futile and 
unauthorized claims.” 


AFM Eases Ban 
on Live FM Music 


New YorkK— The Continental 
FM Network will be permitted to 
air the Rochester Civic Orchestra 
on the Stromberg-Carlson “Treas- 
ury of Music” program, James C. 
Petrillo, president of the Ameri- 
can Federation of Musicians, an- 
nounced last week. 

Thus Mr. Petrillo rescinded his 
ban against live music on the FM 
hook-up promulgated one week 
after the first sponsored FM net- 
work show made its debut. It was 
made clear, however, that this 
modification applies only to the 
program in question during its 16- 
week run and should not be in- 
terpreted as a green light for 
other sponsors. 

Meanwhile, the AFM chief has 
been conferring with AM net- 
work officials on the question of 
duplication of AM music over FM 
stations. No statement on his de- 
cision was forthcoming from his 
office here, but it is believed that 
the union rule against duplication 
will remain. Mr. Petrillo is ex- 
pected to make an announcement 
in Chicago today. 


Opens Sales Office 


Hartwig displays division of 
Hartwig, Inc., Milwaukee, has 
opened a sales office in the Wrig- 
ley building, Chicago. David A. 
Goff is the Chicago sales repre- 
sentative. 


Retains Banner & Greif 


Banner & Greif, New York, has 
been retained to handle public re- 
lations for the National Materials 
Handling Exposition to be held at 
the Public Auditorium, Cleveland, 
Jan. 12-16. 


Atwood Joins WKNB 
Charles Atwood, formerly on 

the sales staff of WONS, Hartford, 

Conn., has joined the sales de- 

— of WKNB, New Britain, 
onn. 
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_ Asimple case of Murder 


A recent analysis of magazine advertising costs re- 
ty vealed that the same art, mechanical and space that a 
dollar would buy in 1940, costs $1.42 today. ‘as 

And in addition, there is twice the volume of advertising 
competing in magazines today! 

Hence, to maintain the same relative advertising effective- 
ness as in 1940, it now costs $2.84 instead of a dollar!* 

To many a manufacturer, rising costs may swing the bal- 
ance from profit to loss .. . and with double the competition 
to meet, today’s distribution costs can be murderous. 


Commencing with the March, 1948, issue, space will be avail- 
able in CORONET toa limited number of national advertisers 
at rates which are 22 percent below the minimum guaranteed 
rates of any other multi-million circulation general magazine 
in America! 

This means that a select group of businesses will now have 
the exclusive opportunity of addressing one of the only two 


Coronet 


great multi-million magazine audiences never before avail- 
able — Reader’s Digest and Coronet. 

It means that a truly great tyitional market — over two 
million families aggregating a total population exceeding that 
of the City of New York, with a buying power far greater — 
is being made available for the first time . . . at prices which 
represent the first major reduction of national magazine ad- 
vertising rates in history! 


Of the 4,180 products and services which were nationally 
advertised last year, there is room in CORONET for only 
about 50. 

For our policy calls for at least two pages of editorial 
matter per page of advertising ... and every advertisement 
facing an editorial page. 

But those few exclusive CORONET advertisers will each 
enjoy preferred-reading, preferred-position advantages 
entirely unique in American advertising ...in one of the two 
most intensely read magazines in the world. 


*The 1947 Advertising Dollar 
by the G.M. Basford Company 


PHILADELPHIA 
366 Madison Avenue 1700 Walnut Street 
Murray Hill 2-5400 Pennypacker 5-8998 


CHICAGO BOSTON 
Coronet Building 525 Statler Office Building 
Dearborn 7676 Liberty 5526 


DETROIT LOS ANGELES 
417 New Center Building 448 South Hill Street sca cail 
Madison 5745 Trinity 9924 


NEW YORK 
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